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Republic Steel, the ad says, “is 
unfettered by old ideas.” Naturally 
everybody in Youngstown smokes Old 
Golds, 

vv¥egyv¥ 


This Week talks about “men who 
have expended sweat and shoe leather 
in personal selling.” And if they’re 
in advertising, they’ve also worn out 
the seat of many’s the pair of pants. 


-— a 


It has got so now that an adver- 
tising man can claim distinction by 
proving, by affidavit, that he has not 
been appointed a colonel on Gov. 
Laffoon’s staff. 


7 7 F 


Kentuckians seem to be the only 
ones who think that making a joke 
of the appointment of colonels on 
the governor’s staff is no Laffoon 
matter. 

vvy 


According to the author of “For- 
tune and Men’s Eyes,” two-year-olds 
still crawl and wet their diapers. 
No wonder this is a novel of protest. 


7 7 


P, L. Thomson was re-elected presi- 
dent of the Audit Bureau of Circula- 
tions at its convention in Chicago. 
This makes him the undisputed 
champion referee of the advertising 
business. 
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“The candid camera of ADVERTISING 
AGE presented views of leading ad- 
vertising men at the A. B. C, con- 
vention taking aboard substantial 
nutriment, proving once more that 
the human animal may be seen in 
far more graceful attitudes. 
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Tide says O. C. Harn’s first name 
is Oliver. This may be “As You Like 
It,” but it’s actually Orlando. 


7 7 


Dr. Nystrom says that the educa- 
tional system doesn’t provide enough 
sales training. How about all those 
college boys who work their way 
through selling magazine subscrip- 
tions? 

vvy 


If Fred Allen insists on telling 
stories like the one about the sta- 
tionary raisins, listeners will begin 
to suggest switching him from the 
Ipana to the Hoover cleaner pro- 
gram. 

v 
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FTC bars copy telling of the suc- 
cess of students formerly subjected 
to ridicule, but John A. Straley 
thinks they would still permit an ad 
of the correspondence course in sales- 
manship which begins, “They laughed 
when I said I made my drawing ac- 
count.” 
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The newest expose of advertising 
promised for early publication bears 
the innocuous title, “Fraud and Poi- 
son for Profit.’ The consumer's 
friends are beginning to pull their 
punches. 

vv¥gyv 


Fashion Park avers that good 
grooming is good business. But wed- 
dings are so necessary to sales that 
bridegrooming is better business. 


vvy 


It must have been an advertising 
man who first called it a permanent 
wave, 


BIG SEND-OFF IS 
SCHEDULED FOR 
VICTOR LIBRARY 


Records to Benefit from 
Heavy Promotion 


Philadelphia, Pa. Oct. 24——The 
phonograph and the phonograph rec- 
ord, temporarily sidetracked by the 
lusty baby of the world of music— 
radio, will come crashing back into 
the advertising spotlight with the 
launching of a new RCA Victor Com- 
pany campaign next month. 

With double-page spreads in six 
national class magazines, augmented 
by ambitious radio and direct mail 
schedules, RCA Victor will present 
the results of 30 years of labor, the 
Victor Library of Recorded Music, 
which consists of 461 records indexed 
in 94 linen-bound albums and a hand- 
some three-tier cabinet. 

Concurrent with plans for this new 
campaign, the company is announc- 
ing expansion of its newspaper effort 
in behalf of Victor Red Seal records 
to embrace 50 newspapers beginning 
this month. The company’s record 
advertising in the past twelve 
months has appeared in 22 leading 
dailies. 

Featured as a companion piece in 
all copy, along with the record 
library, will be RCA Victor’s D-22, 
an automatic, 22-tube radio-phono- 
graph combination representing all 
of the latest scientific advances in 
both types of instrument. 


Sells for $950 


The Victor Library, including rec- 
erds, albums, music books, bookends 
and cabinet, is to retail for $950; the 
D-22 receiver and reproducing instru- 
ment, at $600. 

The magazine schedule for the rec- 
ord library and the D-22, beginning 
next month, will include Country 
Life, Esquire, Fortune, National Geo- 
graphic, The Stage, and Town and 

(Continued on Page 33, Col. 1) 


TRY-OUT LAMP 


An unusual merchandising idea is being 
used by G. E.'s lamp division to foster 
sales of |. E. S. student lamps—a "trial 
lamp,’ constructed of paper and card- 
board, and strong enough to hold a light. 
It will stand a week's usage, and is de- 
signed for distribution by utility com- 
panies. 


ANA. ANNUAL 
MEET SET FOR 
OPENING TODAY 


Atlantic City Scene of 26th 
Annual Conclave 


New York, Oct. 24.—The character 
of the program arranged for the 
26th annual meeting of the Associa- 
tion of National Advertisers, Inc., 
next week at Atlantic City serves as 
a declaration from this large and pro- 
gressive body of advertisers that they 
will intensify their drive toward the 
objectives they have been seeking 
the past several years. 

Paramount among their interests, 
the program indicates, are self-regu- 
lation of advertising on a basis in- 
volving the active cooperation of 

(Continued on Page 33, Col. 3) 


He Has His Own 
Way of ‘Writing 
For the Booklet’ 


Chicago, Oct. 24.— Introducing 
Lynn A. Williams, 568 Ingleside Park, 
Evanston, Ill.—the greatest con- 
sumer of them all—the answer to 
every advertiser’s fondest hopes— 
the model reader! 

Until a short time ago, Mr. Wil- 
liams was just another of the great 
army of consumers who read the ad- 
vertisements which urge them to 
“write for the booklet,” but who 
never quite get around to it, and 
then suffer pangs of regret over 
their lost opportunities. 

He has solved his problem splen- 
didly by the simple expedient of get- 
ting up a printed penny postcard of 
his own conception, which he em- 
ploys in making inquiries relative to 
advertisements. 

The postal starts off with a re- 
quest for literature or catalog with 
blank lines to be filled in with the 
name of the product in which he is 
interested, and the name of the pub- 
lication in which the advertisement 
appeared. Then comes the message: 

“The fact that I make this inquiry 
upon a printed postal card does not 
indicate a lack of interest. I have 
found that I see many advertise- 
ments to which I intend to reply. 
Frequently, however, I do not find 
the time to write a letter, and then 
eventually the matter is forgotten. 
This postal card is intended to make 
it easy for me to answer such adver- 
tisements as yours. I can fill out 
this card in one minute, whereas it 
would take ten minutes to write a 
letter. Yours very truly—.” 

The super-efficient consumer is a 
patent attorney with the Chicago 
firm of Williams, Bradbury, McCaleb 


& Hinkle. 


Wrigley Plans 
L-Shaped Copy 
On Comic Pages 


Chicago, Oct. 24——The Wrigley ad- 
vertising which started on comic 
pages of leading daily newspapers in 
September, 1932, and has run con- 
tinuously since, will enter a new 
phase Nov. 1, when space will be in- 
creased from 56 to 70 lines, the ad- 
ditional 14 lines occupying the second 
column. 

This will form an L-shaped adver- 
tisement unique in the annals of ad- 
vertising. While the unusual shape 
creates a copy problem for the Wm. 
Wrigley, Jr. Company, it also compli- 
cates make-up for the newspapers. 
The former, at least, has encount- 
ered little difficulty in finding the 
answer. 

Most of the newspapers agreeing to 
the new arrangement are being tend- 
ered contracts calling for 308 inser- 
tions of 70 lines for a total of 21,560 
lines. This will carry the Wrigley 
comic page campaign almost to the 
end of 1936 and probably establish 
a new record for continuity in the 
daily press. 

Neisser-Meyerhoff, Inc., Chicago, is 


Copy Cus. 


Last Minute 


News Flashes 


complete campaign will follow. 


Maloney, Inc., New York. 


have been conducted principally in 
successful. 
The huge chain introduced units 


because of ill health, effective Jan. 


the agency. 


in 1906. 


Small Lincoln to Make Bow in New York Nov. 2 


Detroit, Mich., Oct. 25.—Persistent rumors that Lincoln Motor Company 
would introduce a “small Lincoln” to compete in the market successfully 
opened by the Packard 120 were confirmed today by announcement that 
a new “middle price” model will be given its premier showing in New York 
Nov. 2. No promotional plans were revealed but it is understood that a 


Sherwin-Williams Account to T. J. Maloney 
Cleveland, O., Oct. 25.—The advertising account of Sherwin-Williams 
Company, paint and varnish manufacturer, has been placed with T. J. 
It had been handled by Henri, Hurst & Mc- 
Donald, Inc., Chicago, for the past ten years. ‘ 


Woolworth Boosts Price Limit Again 


New York, Oct. 25—F. W. Woolworth Company is testing the pos- 
sibilities of adding new lines in a price range up to 40 cents. The tests 


Canadian stores, and are reported as 


with a 20-cent price several years ago. 


Johnson to Leave International Silver 


Meriden, Conn., Oct. 25.—Sherman F. Johnson, general advertising 
manager of the International Silver Company since 1931, has resigned 


1. Mr. Johnson joined the company 


Rinso Lab Approval 
Plays Part in Vast 
Sanforizing Effort 


New York, Oct. 24.—Meetings were 
held this week to advise interested 
trade groups that Cluett Peabody & 
Co. have laid plans for a great in- 
crease in advertising and promotion 
of the Sanforized Shrunk process. A 
feature of this new program is an 
agreement with Lever Bros. Company 
to test Sanforized (pre-shrunk) fab- 
rics in the new Rinso laboratory. 
Past efforts on behalf of Sanfor- 
izing have striven to identify fabrics 
and finished garments which have 
been treated against shrinkage by 
this method. This year, two identify- 
ing devices will be used, One will be 
a tag or label signifying that the 
garments on which it appears, which 
are those generally sent to laundries, 
are made of Sanforized fabrics tested 
at the laboratories of the National 
Laundryowners Association at Joliet, 
Ill. 

The other device is a tag or label 
stating that the fabrics or garments, 
those ordinarily washed in the home, 
have been subjected to rigid shrink- 
age tests in the new Rinso labora- 
tories and were accepted. Other 
items approved by this laboratory on 
the Sanforized tag will be quality, 
fast color, etc. 


Uses 53 Publications 


The 1936 Sanforized advertising 
program contains a schedule of 53 
publications. Copy will appear in 28 
general magazines, ten class maga- 
zines and 15 business publications, 
with a total circulation of 35,000,000. 
This involves not only an increase 
in the number of publications em- 
ployed, but also an increase in the 
number of insertions in each. There 
will be 340 insertions in 1936 against 
218 in 1935. 

The purpose of the expanded ad- 
vertising activity is to increase the 
sale of Sanforized material by 200,- 
000,000 yards, or 100,000 miles, over 
1935. That this goal is possible is 
indicated by the fact that the first 
nine months of 1935 showed a 70 per 
cent increase over the corresponding 
period of 1934, and the third quarter, 
ordinarily poor in the fabric field, 
showed a 100 per cent increase. 

Another factor which adds to the 
possibility of achieving this goal is 
the increased Sanforized production 
abroad, which means that more of 
the fabrics imported in 1936 will 
have been Sanforized. The Sanfor- 
ized process, too, is being applied 
now to linens and during the fall 
season also embraced rayons. 

The Byron G. Moon Company, Inc., 
in charge of the merchandising, has 
made several staff additions to fa- 
cilitate the program. Most recent is 
the appointment of Rose Mary Fisk, 
formerly in charge of the merchan- 
dising edition of House ¢ Garden and 
prier to that with Lord & Taylor, as 
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head of the Moon home furnishings 
division. Marian Stephenson, stylist, 
has just joined the organization to 
work with importers and converters 
and to assist in producing fabrics 
going into high priced washable gar- 
ments. 


How Process Has Grown 


The 1936 campaign is believed to 
be the largest ever put behind a label 
in the textile field. The Moon agency 
took charge of Sanforizing Process 
advertising in 1932, when a small 
group of converters had only 11 San- 
forizing machines in operation, The 
advertising started then with single 
column copy in The New Yorker. 

There now are 52 plants in this 
country equipped with 82 Sanforiz- 
ing machines having a _ potential 
capacity of one billion yards annu- 
ally, when operated only on regular 
shifts. In Europe there are ten 
licensees with 11 machines in oper- 
ation. 


Ward Expands Facilities 


Montgomery Ward & Co. will ex- 
pand both mail order and retail sell- 
ing facilities at their Albany, N. Y., 
and Portland, Ore., plants. Approxi- 
mately $1,750,000 will be spent in 
the combined work of constructing 
additions to their present buildings 
in these two cities, 


Push Luxene Denture 


Bakelite Dental Products, Inc., 
New York subsidiary of Bakelite Cor- 
poration, will launch an advertising 
and sales promotional campaign Nov. 
1, on Luxene resinoid, new denture 
material. Business paper and direct 
mail campaigns will tie in with 
demonstration clinics held through- 
out the country. Rickard & Co., New 
York, are in charge. 


Midland Bakeries on Air 


Midland Bakeries Company, St. 
Louis, maker of Toastmaster white 
bread and Honey Krushed wheat 
bread, inaugurated a daily five-min- 
ute transcription program known as 
“Belle and Martha—Your Next Door 
Neighbors,” Oct. 14, over KSD, St. 
Louis, and WMBD, Peoria, Ill. The 
same series will be heard over 
WBOW, Terre Haute, Ind., starting 
in January. Shaffer Brennan Adver- 
tising Company, St. Louis, is in 
charge. 


Join Wilding Productions 


L. Mercer Francisco, former Chi- 
cago advertising man, has been 
named head of the Chicago sales and 
service departments of Wilding Pic- 
ture Productions, Inc., which has ac- 
quired the old Essanay Studios, Chi- 
cago, for its middle western produc- 
tion headquarters. John R. Knee- 
bone, formerly with Curtis Publish- 
ing Company, will be in direct charge 
of sales. 


NEW TYPE OF 
INSTITUTIONAL 
COPY DEMANDED 


Davis Says Food Industries 
Must Tell Story 


Chicago, Oct. 24.—The food indus- 
tries, regarding themselves as scape- 
goats for the government’s huge tax- 
ing program, need a new kind of ad- 
vertising to make their position clear 
to the public—and need it quickly. 

Thus spoke no less a business au- 
thority than Donald D. Davis, presi- 
dent of General Mills, Inc., Minne- 
apolis, at the Drake Hotel Tuesday 
night. His audience was no less im- 
pressive, being comprised of mem- 
bers of the Institute of American 
Meat Packers. Mr. Davis, in Chi- 
cago to attend the convention of the 
American Bakers’ Association, which 
is perturbed over price-fixing charges 
of Secretary of Agriculture Wallace, 
was scheduled as the headline 
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if will be pleased to know that 


your Iowa sales can now be secured 


even more easily because of the con- 


tinued growth of Des Moines Regis- 


ter and Tribune circulation. Now 


...an all-time high peak! ... daily, 
275,028; Sunday, 271,764; Sept. 30, six 


months’ average. Reach more than 


40 per cent of all Iowa families at 


lowest milline rates in Iowa. 


speaker at the packers’ annual ban- 
quet. He scrapped his assigned sub- 
ject to deal with processing taxes 
and their effect on the manufacturer 
who must pass them along to the 
consumer. 

Charging that these taxes are in 
reality only “thinly disguised sales 
taxes,” the president of General 
Mills used these words to emphasize 
the necessity of gaining the ear of 
the public: 


Must Tell Both Sides 


“When fear of bankruptcy be- 
comes greater than fear of political 
persecution, we probably can expect 
effective presentation of the real 
facts to the American housewife and 
not continue to permit the deceptive 
half-truths of political demagogues 
even in high places to be the only 
side of the story to be heard.” 

Mr. Davis opened his discourse by 
asserting that processing taxes and 
regulation of farm production have 
disorganized sources of supply and 
placed products of the food indus- 
tries at a distinct competitive disad- 
vantage. The quarrel, he said, is not 
with objectives, but with unsound 
theory and present objectionable 
practices. 

“Meanwhile,” he continued, “the 
increasing burden of taxation and 
the necessity of collecting these ex- 
cessive tax burdens from the con- 
sumer, and at the same time pre- 
serving employment and even mod- 
erate earnings above normal ex- 
penses and taxes, presents a sales 
problem of increasing magnitude and 
difficulty.” 

Mr. Davis said that bakers will 
probably have to increase the price 
of bread and in doing so should also 
reveal to the public the underlying 
reasons for the advance. 

“Thanks to sound advertising of 
our products,” he went on, “people 
know what we make. But we are 
forced to admit that the public does 
not know or understand who we are, 
what we are, or why we do what we 
do. We know how to make and do 
make honest products which the 
public appreciates. But not even 
the best product and the most effec- 
tive selling methods suffice in times 
like this, when a mounting load of 
‘taxation burdens our goods with 
higher prices, while real wages re- 
main stationary or decline.” 


A Time for Action 


Asserting that the ominous charge 
of profiteering would not be made if 
the public understood the facts, Mr. 
Davis passed on to the need for ex- 
planation: 

“Every one of us, I presume, has 
experimented to some extent in the 
baffling field of public relations. 
Every one of us has spent a little 
money from time to time in what we 
glibly called institutional advertis- 
ing. But we have not yet succeeded 
in conveying to this nation of cus- 
tomers the basis for public under- 
standing of modern business. 

“It is my conviction that we must 
now learn how to make this funda- 
mental institutional sale and then 
proceed to make it. We must put 
against this problem our best trained 
minds and most sincere efforts. Few 


of us hold our positions by any di- 
vine right. Instead we are merely 
the stewards in charge of the assets 
of stockholders and the lives and 
happiness of employes. To substan- 
tiate and deservingly continue this 
stewardship the public must be con- 
vinced, as we are, that honest adver- 
tising, honest products, honest sery- 
ices have, more than any other 
forces, contributed to our present op- 
portunities and standards of living. 

“Compared with a few years ago, 
sales-minded executives and adver- 
tising men spend little time convinc- 
ing other business men of the eco- 
nomic desirability of advertising and 
merchandising campaigns. The bit- 
ter years of depression produced a 
unanimous, whole-hearted respect 
for sound advertising.” 


Approves of Testing 


Mr. Davis paid a tribute to adver- 
tising men who proved the sound- 
ness of their ideas and copy in the 
crucible of test campaigns, so that 
large sums of money might be in- 
vested in national effort wth assur- 
ance that results would be forthcom- 
ing. 

“Other conditions being equal,” he 
said, “such a scientific, factual use 
of the selling tools should, almost 
without exception, result in im- 
proved sales volume at the lowest 
cost. 

“Unfortunately, other conditions 
are not equal and are subject to 
change, almost without notice, by ill- 
considered and momentarily popular 
legislation and bureaucratic control. 

“It is my opinion that industry to- 
day is at the crossroads. All of us 
in this room have witnessed the le- 
galized demoralization of our rail- 
roads, the weaknesses and errors of 
which, in the case of a few, permit- 
ted unscrupulous political dema- 
gogues to curry public favor and 
votes through vicious public attacks 
upon all. The same stage for the 
ruination of industry is being set on 
a scale far greater than appreciated 
by many. 

“We must admit there has been, 
and probably will continue to be dis- 
honesty in business, but I am suffi- 
ciently optimistic to feel that the 
rank and file of our people still have 
a well grounded faith in business 
and business leadership.” 


Builders Develop 
300 New Products 


In the field of building alone, 300 
new products and devices have been 
developed since Feb. 1, 1934, H. H. 
Saylor, editor of Architecture, has 
announced. 

Among the new products are: a 
processed cement that produces serv- 
ice strength in 24 hours; a black 
brick whose color is unaffected by 
acids, fire or weather; corrugated 
glass, for roofing; glass bars in stock 
sizes for hand rails, door pulls, dis- 
play stands and store shelving. 


Hubbell Appointed 


Jacob Laub’ Baking Company, 
Cleveland, has appointed Hubbell Ad- 
vertising Agency, Inc., Cleveland. 
Newspapers, including foreign lan- 
guage papers, and outdoor advertis- 
ing, will be used. 
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APOLOGY TO 700,000 
PERFECTLY SANE FAMILIES 


An open letter to the readers 
of The American Home 


Dear Readers: 
Maybe, we’ve done you wrong! 


Maybe, in a glow of honest enthusiasm 
about you as potential buyers of building 
materials, we've innocently fostered this 
abnormal impression 


. . that you are the unfortunate victims 
of a strange monomania; 


... that you take no thought for food 
or raiment, health, beauty, recreation, 
or any such normal concerns of normal 
American people; 


. . . that your homes, from dawn to dusk, . 


are the scene of a continual beaverlike 
activity — building and rebuilding; paint- 
ing, plastering, papering, shingling and 
refurbishing ; 


. in short, that you are nothing in the 
world but a great big bunch of “building 


material prospects.” 


E rise to defend you — 700,000 per- 
fectly sane American Home readers 
— against this naive misconception. 


Perhaps our conscience pricks us a little. 
For we must admit that we Aave character- 
ized you, time and time again, as the world’s 
finest prospects for building and home fur- 
nishing materials. You naturally would be 
that, since you build homes, live in homes, 
spend money on your homes. And since 
you read a magazine that concerns itself 
with nothing except the home and life zz 
the home. 


But Heaven forbid — that simply because 
you show this devotion to your homes—you 
should be pigeonholed exclusively in the 
‘‘Jath-and-plaster”’ group. We know different. 


We know you are interested in THE 
AMERICAN HOME because of its com- 
plete home-making program — because it is 
devoted 100 per cent to every phase of 
home service— Building, Furnishing, 
Housekeeping, Food, Children, Gardening 
— because its columns constitute your guide 
and authority on a// of your home activities. 


Your interests, your needs, are actually 
broader, not narrower, when you live in a 
home. Your lives are fuller... because you 
have more room to live in. 


Room for more guests at your table; more 
groceries in your pantry. Room for relatives, 
for children and maids and dogs and cats. 
Room for music and books and games. 
Room for hobbies; room for necessities. 
Room for lots and lots of things that there 
simply zsn’¢ room for in a parlor-bedroom- 


and-bath. 


So, as home dwellers, as readers of THE 
AMERICAN HOME, your importance to 
American Industry extends far beyond the 
brick-and-mortar field. You are in reality 
No. 1 buyers of everything that is eaten or 
worn or slept on or used in any way in the 


home. 
Sincerely yours, 


Hho 
ERICAN 1 LOME 


America’s No. 1 medium for adver- 
tisers who sell anything for the home: 
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Salmon Packers Plan 
Cooperative Campaign 

William Timson, president of the 
Association of Pacific Fisheries, 
Seattle, Wash., is in charge of plans 
for a cooperative advertising cam- 
paign for canned salmon, involv- 
ing expenditure of approximately 
$200,000. 

Funds will be raised by an assess- 
ment of five cents per case on the 
1936 pack. 


Bankers Plan Campaign 

Columbia Bankers’ Association, 
Washington, D. C., plans expenditure 
of $3,000 in a local newspaper cam- 
paign on customer relations. A book- 
let entitled “Banking Relations from 
a Customer’s Standpoint” will be fea- 
tured. 


Splash Tells 
of New GMAC 


Finance Plan 


(Picture on Page 14) 

New York, Oct. 24.—One-time copy 
in 130 newspapers in more than 80 
cities, utilizing full pages and 1,500- 
line space, this week announced a 
new “flat six per cent” financing 
charge by General Motors Acceptance 
Corporation. 

“The new plan is not only the sim- 
plest and most effective of its kind, 
but its lower cost feature will bring 
all units of the 1936 General Motors 


line within reach of new thousands 
of potential car owners and should 
have a stimulating effect on the en- 
tire motor industry,” GMAC said. 

“To the best of our knowledge the 
GMAC six per cent plan represents 
by far the lowest cost national plan 
for the purchase of new cars in the 
United States today.” 

The new plan, in which the financ- 
ing charge is figured simply by add- 
ing six per cent to the cost of the 
ear, will also be announced in eight 
magazines: The American Weekly, 
Collier’s, Cosmopolitan, Liberty, Lit- 
erary Digest, News-Week, Saturday 
Evening Post and Time. A large 
amount of sales promotion material 
has also been issued, almost one mil- 
lion copies of one item being sent to 


13,000 dealers. In addition, outdoor 
advertising is spreading the news. 

Campbell-Ewald Company is the 
agency. 


Henry to Tek 


H. J. Henry, for 13 years active in 
the tooth brush and allied drug prod- 
ucts field, has joined Johnson & John- 
son, New Brunswick, as director of 
the Tek tooth brush division. Recent 
field surveys have indicated an ac- 
celerated demand for the product. 


Open WEMP, Milwaukee 


WEMP, a _ new radio _§ station 
licensed to Milwaukee Broadcasting 
Company, was opened at Milwaukee 
Oct, 20. John C. Mevius, formerly 
with WHAT, WCAU and WPEN, 
Philadelphia, is general manager. 


be beautiful. 


of lipstick? 


Orr 


Lhe L.conomics 


” SEX 


HE basic ingredient in sex is Allure. 
In the Allure-business millions of 
dollars are tied up. Because women must 


Now what happens to the man who 
wants to sell them, let’s say, a new kind 


He knows there must be millions of 
women who will buy it. It’s a better lip- 
stick than others. And the female sex is 
eager for what’s better. Especially when 
it comes to Allure. 

Problem: how to reach women quickly 
and economically? 

Solution: first, reach the women that 


Aver 


other women copy. 


That means advertising in The New 
Yorker, a national weekly of selective 


circulation. 


The New Yorker goes out fresh each 
week to more than 127,000 people all 
over the country, most of them with the 
alert New York point of view. 


They’re the ones who 


new lipsticks and lingerie first. They 
open up the markets for rugs and radios, 
toothpaste and tweeds. Practically every- 
thing (including your product). 

As they buy, so—later—buys the 


nation. 


THE 
NEW YORKER 


25 WEST 45th STREET 


SELLS THE PEOPLE OTHER PEOPLE COPY 


Rat 


not only buy 


Oo. SOGLOw 


SEEKS DAMAGES 
BECAUSE COPY 
WAS REFUSED 


Loft Says Blucose Makers 
Exert “Undue Influence”’ 


Indianapolis, Ind., Oct. 22.—Seek- 
ing damages of $4,250,000, of which 
$4,000,000 is based upon alleged 
losses in regard to advertising and 
marketing facilities, Loft, Inc., New 
York candy manufacturer, filed suit 
in federal court here today against 
Corn Industries Research Founda- 
tion, Inc., and its member firms, most 
of whom are national advertisers. 
Violation of the Sherman anti-trust 
law is charged. 

The complaint declares that the 
members of the foundation manufac- 
ture all the glucose made in the 
United States, buying about one-third 
of the entire corn crop of the coun- 
try. It asserts that after the foun- 
dation members in 1926 adopted a 
“reporting plan” through which in- 
formation on prices, terms, condi- 
tions, concessions and charges were 
exchanged among them, prices of glu- 
cose were increased 32 per cent. 
Damages of $250,000 were asked for 
alleged excessive prices paid by the 
plaintiff for glucose from December, 
1925, to August, 1934. 

In addition, the plaintiff asks dam- 
ages of $2,000,000 because, the com- 
plainant says, members of the foun- 
dation “persuaded” certain New York 
and Brooklyn newspapers not to ac- 
cept advertising offered by Loft, Inc., 
announcing a secret process devel- 
oped by that corporation for the use 
of cane sugar instead of glucose. 
This refusal to accept advertising, 
at the protest of the defendants, pre- 
vented the plaintiff from leasing or 
licensing to others the right to use 
the process, it is charged. 

Another $2,000,000 is asked for al- 
leged depreciation in the value of the 
plaintiff's new process, “from the loss 
of its marketing facilities, including 
advertising media, and from the loss 
of good will.” 

Defendants named in the com- 
plaint, in addition to the Corn Indus- 
tries Research Foundation, Inc., an 
Indiana corporation, are: Corn Prod- 
ucts Refining Company, Corn Prod- 
ucts Sales Company, Penick & Ford, 
Ltd., and Penick & Ford Sales Com- 
pany, American Maize Products Com- 
pany, all of New York City; An- 
heuser-Busch, Inc., St. Louis; Clinton 
Company and Clinton Sales Com- 
pany, Clinton, Ia.; Hubinger Com- 
pany, Keokuk, Ia.; Huron Milling 
Company, Inc., Harbor Beach, Mich.; 
Keever Starch Company, Columbus, 
O.; A. E, Staley Mfg. Company and 
Staley Sales Corporation, Decatur, 
Ill.; and Union Starch & Refining 
Company and the Union Sales Cor- 
poration, Columbus, Ind. 


Standard Oil Dealers 


Preview Winter Drive 


Standard Oil Company (Indiana) 
held a series of nightly meetings last 
week in Chicago, at which more than 
1,200 dealers were given a preview 
of the company’s winter advertising 
and merchandising campaign. 

The campaign, expected to begin 
about the middle of November, will 
utilize new merchandising methods, 
fortified with the largest newspaper 
schedule ever undertaken by the com- 
pany at this time of year. A weekly 
radio program will also be used. 


Program Service Adds Two 


Radio station KGIR, Butte, Mont., 
and KFXM, San Bernardino, Cal., 
have joined the list of subscribers to 
the Standard Program Library Serv- 
ice of Standard Radio, Inc., Holly- 
wood and Chicago. 


Display House Moves 
Archie Lewy, head of Display 
House, creator of advertising displays 
and backgrounds, has moved to new 
quarters at 1423 Vine St., Philadel- 
phia. 
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October 28, 1935 ADVERTISING AGE 


FIRST PLACE 
in Advertising GAIN / 


. 
, 
-_ MONTH, “Printers’ Ink” publishes the 
2 figures on the volume of advertising carried by 
: all the national magazines. 
= 
, These figures show that The United States 
‘ News made the largest gain in advertising in 
> 1935 over 1934 of any weekly, fortnightly or 
. monthly publication in the country! 
e 
: In the first nine months of this year, The United 
“ States News published 118,917 more lines of ad- 
. vertising than in the corresponding period a year ago. 
L In the first nine months, the leading thirteen 
e weekly publications combined printed 293,813 more 
“ lines than last year. Forty per cent of this com- 
38 bined gain was made by The United States News! 
> THE REASON The United States News heads the 
. list is because national advertisers recognize it as an 
4 unusually good advertising medium. 
d, 
m- It fills a real need in the field of publishing. It 
J is the only publication devoted entirely to reporting 
on and interpreting the news of national affairs. 
m- 
m- The United States News is read widely by mentally 
“1 alert people who want this information—who want it 
18, segregated for them and skillfully prepared by an 
4 expert staff—and who like the clear, concise way it 
ng is brought together for them each week in a single 
veil publication. 
The readers of The United States News are the 

leading citizens in each community—the men and 
“A women whose purchases of advertised products make 
ast them the most sought-after group in America! 
ew 
ing 
cn ADVERTISING DEPARTMENT 
ds, 
. 
om- 
kly e 
Che Anited States News 
ynt., 
al., 


The Weekly Newsmagazine of National Affairs 


NEW YORK OFFICE EXECUTIVE OFFICE - WASHINGTON CHICAGO OFFICE 
247 Park Avenue 2201 M Street, N. W. 180 N. Michigan Avenue 
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GREATER USE OF 
ADS IS ADVISED 
FOR LAUNDRIES 


LN. A. Is Told of Value 
of Co-op Campaigns 


Atlantic City, N. J., Oct. 24.—The 
laundry industry has almost a virgin 
field to develop, a “natural” in poten- 
tial sales appeal, and definite proof 
that advertising can bring a rich in- 
crease in business, speakers told the 
52nd annual convention of the Laun- 
dryowners National Association of 
the United States and Canada here 
this week. 

Cooperative as well as individual 
campaigns, by use of newspapers, 
radio, magazines, outdoor posters, 
phone book, and direct mail, were 
urged. The industry has an estimated 
capital investment of $550,000,000 and 
arising revenue which in 1934 totaled 
$325,000,000, yet has not reached one- 
fifth of its potential market, spokes- 
men declared. 

Lambert Petzinger, advertising 
manager of the Little Falls Washing 
Machine Company, Little Falls, N. 
J., cited the success of various co- 
operative campaigns. He pointed to 
the “marvelous demonstration the 
American Laundry Machinery Com- 
pany has given us in their test cam- 
paigns in key cities.” The company 
paid for advertising, which was 
signed by laundry companies in the 
test cities, after those companies 
agreed to feature a special low price 
on a certain type of laundry service. 

“This was a striking illustration of 
what can be done when laundryown- 
ers will unite in aggressive advertis- 


ing,” he said. “It proved that results 
could be shown over and above mere 
price appeal. In fact the Cleveland 
experiment succeeded without any 
price reduction whatever. 


1,000 Campaigns Launched 


“That lit the business sky with the 
fires of over 1,000 individual or co- 
operative campaigns in the daily 
newspapers. The response already 
has been amazing. The Quality 
Group of New Jersey added no less 
than 2,800 additional damp wash cus- 
tomers after a few months. Nine 
teen individual campaigns in 14 
states show a total increase in one 
service alone of 45 per cent. 

“A year ago the Little Falls laun- 
dry plant entertained 30,000 women 
visitors, a cosmopolitan group from 
all parts of the state. We were 
amazed to find that no less than 71 
per cent of these women were hav- 
ing their work done outside of any 
laundry. 

“These figures represent a serious 
reflection on laundry sales and ad- 
vertising efforts. Bread and numer- 
ous other products no longer are 
made in the home, but housewives 
still do their own washing. And we 
have the greatest appeals in the 
world, ‘naturals’—health, beauty, en- 
ergy, economy, sanitation, leisure, 
convenience. What housewife will 
not listen?” 

Ralph W. Dates of Kenmore, N. 
Y., president of the association, de- 
clared that cooperative advertising 
looms as both an opportunity and a 
sorely needed working tool for the 
laundry industry. 


A Huge Market 


“In the past few years there has 
been a tendency to worry about the 
10,000,000 or 11,000,000 unemployed,” 
he said. “If we would look at the 
80,000,000 or 90,000,000 who are 
either working or dependent upon 
those working, at the 50,000,000 sav- 
ings bank accounts, at the 20,000,000 
farm and home owners and the 
60,000,000 life insurance policyhold- 


ers we would do a lot less worrying. 

“Plan your advertising. Plan your 
sales contacts and get 100 per cent 
returns from your advertising dol- 
lars. Of course you can’t afford to 
advertise if you don’t make a profit, 
but you can’t make a profit and not 
advertise.” 

A plan for financing a program of 
national advertising was advanced by 
R. V. Normington, Spring City Laun- 
dry, Waukesha, Wis. Under the plan, 
companies selling supplies and equip- 
ment to laundries would be required 
to collect a sales tax on their goods, 
the money to be devoted to national 
advertising. 

“Our volume has never reached 
even one-fifth of its potential mar- 
ket,’”’ Mr. Normington said. “We have 
been doing more than our share of 
selling, but laundry service has 
never been truly marketed.” 

“The national association today is 
engaged in the notable program of 
approving laundries,” he said. “It 
is only a step forward to have the 
association recognize companies in 
the allied trades of the laundry in- 
dustry. The basis of recognition 
shall be simply that an allied manu- 
facturer cooperates with the associ- 
tion by collecting a two per cent 
sales tax on the products he sells to 
laundries. 


How the Plan Works 


“Then the allied companies en- 
gaged in jobbing supplies and equip- 
ment should be recognized for sell- 
ing only recognized manufacturers. 
The money thus collected is to be 
placed into a fund for financing na- 
tional advertising. 

“In return for this cooperation the 
laundrymen shall agree to purchase 
their supplies and equipment from 
the cooperating allied companies. 

“This plan is founded squarely up- 
on the years of experience of other 
concerns faced with similar problems 
and fitted expressly to the needs of 
this industry. 

“Including the cost of advertising 
in the price of a product is not new. 


The percentage I mentioned as a 
basis of recognition is taken simply 
because some figure is necessary; 
another may be better. And any 
laundryman may turn to his books 
and see what it will cost him for his 
part of the program. The fairness of 
the tax in having each plant pay in 
proportion to the amount of supplies 
and equipment he uses removes 
much of the old prejudice against as- 
sessments, 

“Wisconsin laundryowners believe 
the plan is sound.” 

Salem N. Baskin, Chicago agency 
man, reported the results achieved 
through local cooperative advertising 
campaigns by laundries during the 
past year in a score of American and 
Canadian cities. Increased numbers 
of laundry bundles and new custom- 
ers were the result everywhere, he 
said. 


Mail Order House Issues 
Dividend, Elects Officers 


Chicago Mail Order Company has 
declared the regular quarterly divi- 
dend of 25 cents a share, and an 
extra dividend of 1214 cents a share 
on capital stock, payable Dec. 2 to 
stockholders on record as of Nov. 9. 

Vacancies occasioned by the death 
of J. L. Schnadig, July 12, have been 
filled by the election of President 
E. M. Schnadig to the chairmanship 
of the executive committee, and Sec- 
retary R. L. Arnheim to the office of 
treasurer. Both offices are in addi- 
tion to those previously held by these 
executives. 


Goudy Joins Walsh 


D. M. Goudy, former Toronto news- 
paper and publicity man, has joined 
the staff of the Walsh Advertising 
Company, Ltd., Windsor, Ont., in 
charge of publicity. 


Gets Gunga-Din Account 


Jones & Dahm, Inc., New York, 
maker of the Gunga-Din line of food 
products, has appointed W. T. Tracy, 
Inc., New York. Radio and news- 
papers will be used. 
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The Hub of Jouras Richest Market 
: All available statistics on crops, farm wealth and farm income sub- 
stantiate the Cedar Rapids Gazette's claim to “lowa's Richest Market." 
In the 21 counties comprising the Gazette's sphere of influence in Eastern 
lowa, the total farm wealth has been estimated to exceed $215,000,000. 


No other area in the state can compare with this concentration of wealth. 
Advertising in the Cedar Rapids area goes to families who can afford 
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Detroit St. Louis 


‘MALICIOUS,’ 1S 
SEAGRAM’S TERM 
FOR HUNTER COPY 


New York, Oct. 23.—Seagram-Dis- 
tillers Corporation has dispatched 
letters to wholesale and retail liquor 
dealers, vigorously denying accusa- 
tions of unfair trade practices made 
against it by Hunter Baltimore Rye 
Distillery, Inc., in advertising in 104 
New England newspapers Sept. 3. 
The letter, however, does not refer 
to Hunter by name. 

In four instances involving lead- 
ing distributors, Seagram declined to 
supply wholesalers who handle the 
Hunter product, but these distribu- 
tors are sticking with Hunter, the 
Hunter copy declared, as reported in 
ADVERTISING AGE of Sept. 9. 

This advertising “maliciously at- 
tacked this company,” asserts Sea- 
gram’s letter, signed by Frank R. 
Schwengel, vice-president. The com- 
pany sets forth that after the first 
outburst, it concluded not to dignify 
the charges with a reply, on the basis 
that Seagram policies, “fair to both 
wholesaler and retailer,” need no 
defense. 

“Scrutinized, the attack will be 
found to be a case of ‘much ado about 
nothing,” the letter declares. “The 
complaint which forms the basis of 
the attack alleges that a Seagram 
representative, at a meeting of its 
New England distributors, informed 
such distributors that unless they 
would agree to drop a certain com- 
petitive brand of whisky, they could 
not be Seagram distributors.” 


Disputes Published Facts 


The truth of the situation, Sea- 
gram’s declares, presents a different 
picture. 

“One of our basic merchandising 
principles is that authorized Seagram 
distributors under the terms of their 
letters of agreement with us are re- 
quested to concentrate upon the Sea- 
gram line and in _ consideration 
thereof we limit the number of dis- 
tributors in each market to such 
number as can properly give service 
to all retail outlets and at the same 
time make a fair profit for them- 
selves,” it is asserted. “It is the in- 
alienable right of any other distiller 
to do likewise if he so desires. . . 

“Though we ask our distributors 
to concentrate upon our brands it 
was never stated at the meeting re- 
ferred to that a Seagram distributor 
should not handle the particular 
product in question, We hold a num- 
ber of affidavits of distributors who 
were present at the meeting that the 
statements attributed to our repre 
sentative were not in fact made.” 

The incident will appeal to “reason- 
able and thinking men,” Seagram be- 
lieves, “as a misguided effort on the 
part of the offending advertiser to 
capitalize upon the good name and 
reputation of this company, and that 
the statements were malicious and 
unwarranted.” 

“A Statement of Seagram Policy,” 
attached to the letter, outlines a five 
point platform: quality, protection, 
in that Seagram does not compete 
with the wholesaler by selling direct; 
turnover, placing behind dealers the 
public acceptance created for Sea- 
gram brands by adherence to qual- 
ity, sustained advertising and sales 
promotion; profits — encouragement 
of price stabilization and fair mark- 
ups; and “concentration.” 


New Post for Lighthipe 


Charles A. Lighthipe, for the past 
seven years with Architecture and 
The American Home, and before that 
New York manager of Williams & 
Cunnyngham, has joined the New 
York sales staff of The Architectural 
Forum. 


Joyce Joins “Today” 

Joseph F. Joyce, for the past eight 
years with the national advertising 
department of Wall Street Journal, 
and previously advertising manager 
of the Southern Pacific Railroad, has 
joined the Eastern advertising staff 
of Today. 
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ADVERTISING AGE 


Fall Harvest Sees Yields 
and Income Skyrocket in 


‘ 
/ 
i 


/ 


Oklahoma-North Texas 
Territory 


GRAIN SORGHUMS UP 253%/ 
CORN PASSES 1934 BY 145%/ 
COTTON YIELD GAINS 54%/ 


Within the next sixty days Oklahoma and North Texas farmers will 
close their books on a highly profitable crop year. Prices have been 
favorable, crop yields have been high and the farm income for this 
area is estimated at 67% up from the 1934 level. 


But remember that although these farmers will close their books they 
will not close up shop for the year. While the corn belt is toasting 
its feet in front of roaring fires as icy blasts whistle and whine out- 
side, these Southwestern farm folk will be getting ready for the 1936 


season. 


The next few months will see tractors in the fields in Oklahoma and 
North Texas, breaking ground for the 1936 crops. They will see 
new fence being installed and old fence being repaired. They will 
see new terrace lines being run and new terraces being built. They 
will see truck loads of poultry and turkeys on the road to market. 
And they will see plenty of new farm owned automobiles on the 
way to town for a round of buying as the result of better yields 


at better prices in 1935. 


Much of this buying will be influenced through advertising which 
comes to these farmers in The Farmer-Stockman. If you would 
take full advantage of this able-to-buy Southwestern market you can- 


not afford to omit The Farmer-Stockman from your list. 


The FARMER- 
STOCKMAN 


OKLAHOMA CITY, @8LARO SS 


Now MORE THAN 225,000 Circulation 
Thoroughly Covering the Farming Area of Oklahoma and North Texas 


Pe ee 7 
AL LCE LE LL LE LL CSI LOCO LEE AAC BA OL LS SLT OO I Lt CSS ESET TE AO EET CL AC A EL RS RT RENE SE A RE NN 
eer 
re 
O| | oe 
es 
Pp i fess 
i aN 
\ | eter 
\ “ : : os 
\ \ H , ae 
\ | : ilies ne ; 
45) ead 
Me Ve 
| t Pd ve . ot 
i Pty) 
| / : 
! / - a ons 
we 
jf ae 
\ { ae ig 
\ 1 i / f oe 
\ i | a ‘ wear 
i ae ; cago 
. \ ; } f ong 
; \ i fF f = 
; P hag grees 
i ‘ i ein 
| | f os 
i | ee ee 
| | i j eee 
Hi pias 
i | / Kee 
mie ae 
HY bin 
ine, a 7 
i | <3 
' if I 
} | Ha | 
H ') } 
my ( 
\ Wo 
Nee 
i; ay f 
ihc 
LRA: 
mE 
a= a 
e- ee 
e | 
‘0 Vi y oer 
d \ 
at 13 
id j 
|: ee 
\ 
” r 
d t 
ye t 
n, 1; ‘ 
te iia 
ti i a 
ne ee 
ae \ i e 
al- mY , 
\\3 y 5 
es \ 
i ee | 
:. | 
é \ 
ist ; a 
at eee as coh 2 am ag aaa . * 
& ee hn) Vid Te are 
=p 7 i a ' 
sht a a ot ee ee 
ng fl ae ie 
al, ee aia 
rer 
1a8 XL 
Ur a an Re ay Oe 20s Ve een ag i een) s,s ecm acy Cea Sabgmae St emi Ar a armen pieie See rae grey es aay Bee ae SS ae cs pee are 
ene ee ae ee AW eee te ee ve tenes cee: Pee ee er tas Ee Cone ST a cee ae ge alba ike ia pene ee re ave an 0) eee oN ine Svea aise, * re aye ae 3 ine at = = 


ADVERTISING AGE 


October 28, 1935 


C. E. RAYMOND 
DEAD; PIONEER 
OF ADVERTISING 


(Picture on Page 35) 

Chicago, Oct. 24.—Charles Eugene 
Raymond, 74, pioneer in the devel- 
opment of the advertising business 
and associate of J. Walter Thomp- 
son in the growth of the interna- 
tional agency which bears Mr. 
Thompson’s name, died at his home 


in Hinsdale, Chicago suburb, Tues- 
day, following a brief illness. 
Funeral services were held this 
afternoon, burial being in Brons- 
wood Cemetery. 

A resident of Chicago since 1891, 
Mr. Raymond was born at Reading 
Center, New York, in 1861. He is 
survived by his widow, two brothers 
and two sisters. 

After severing his active connec- 
tion with advertising, Mr. Raymond 
joined the Hinsdale State Bank. 
Later he became president of the 
First National Bank of Hinsdale, a 
post he held at the time of his death. 

Beginning his career in advertis- 
ing in 1881, at a time when it was 
a new and entirely experimental 
profession, Mr. Raymond was active 
for almost half a century in the 


growing life of the advertising busi- 
ness. Although his early experience 
in advertising and his first associa- 
tion with J. Walter Thompson were 
in the East, he later pioneered in 
the new profession in Chicago. Ar- 
riving here in 1890, when Congress 
was considering the idea of a Colum- 
bian Exposition, he became one of 
the earliest leaders in advertising in 
the Middle West. 

In an unpublished autobiography, 
Mr. Raymond told the story, not 
only of one of the most colorful 
careers in modern business but of 
the growth of modern advertising. 
Said he: 

“In 1891, substantial advertisers 
of Chicago in the main had yet to 
discover that there was a market 
for them east of the Alleghanies and 


west of the Rockies which they 
could reach effectively. The promi- 
nence given Chicago by the Colum- 
bian Exposition eventually resulted 
in making this city important as an 
advertising center, for, beginning in 
1894, through times of great finan- 
cial stress, advertising in a national 
way won favor here, and the West 
began to combat claims of the East 
for commercial supremacy.” 

Mr. Raymond’s first association 
with J. Walter Thompson came in 
1889 when his first employer, H. P. 
Hubbard, of New Haven, called in 
Mr. Thompson on a contract to 
handle the advertising for a medi- 
cine known as Hunt’s Remedy. From 
that time on, Mr. Raymond was as- 
sociated in the building of the J. 
Walter Thompson Company. The 


Kathleen Norris 
World Famous Novelist 


KATHLEEN NORRIS’S stories 
for Woman’s World are not fiction, 
they are facts—pathos, tragedy, 
humor, life in the raw! — taken 
from her note book of experiences, 
and accompanied by her brilliant, 
running fire of comment. 


Its 1.250.000 Subscribers 


WOMAN’S WORLD will present during 1936, a series of 
articles by two internationally recognized leaders in their re- 
spective fields -—-KATHLEEN NORRIS and LOWELL 
THOMAS. In an early issue MR, THOMAS, world-traveler, 
writer and popular radio speaker, tells in his inimitable 
manner of adventures in upper India—hair-raising, breath- 
taking, but instructive and true! 


TW O of a dozen editorial hits and 
top-notch features, every one of which will add 
to the prestige of Woman’s World. 


Woman’s World 
led its field in 
(1) Advertising Gain 
(2) Circulation Gain 
(3) Editorial Progress 
in 1935 


96 Womans Woold Smashes all Keccrds 


For Brillianee of Features 


xéfchers 


in Woman’s World 


1. KATHLEEN NORRIS 

2. LOWELL THOMAS 

3. MARY McCALL, Jr. 

4. KONRAD BERCOVICI 

5. VALMA CLARK 

6. BARBARA WEBB 

7. ELSIE SINGMASTER 

8. EMMA LINDSAY-SQUIER 


9. ETTIE STEPHENS PRICHARD 


10. VIOLET KIMBALL DUNN 


Never has Woman's World had so much 
good news to tell its patrons—both sub- 
scribers and advertisers—as it has right 


now. 


In all departments, Advertising, Circu- 
lation and Editorial, Woman's World 
made a substantial—a spectacular !— 
gain in 1935—25% increase in lineage! 
150,000 in circulation!— facts which the 


ate its present progress, ten top-notch 
writers have already been acquired for 
1936—and more are on the way. New 


departments are being added and the old, 


The small 


figures substantiate. 


To consolidate these gains and to acceler- 


standard departments, such as cookery, 
needlework, beauty and homemaking are 
being amplified and quickened with in- 
genuity and cash. 


town market is back again 


and you can tap it best through its best- 


loved magazine—Woman’'s World. 


Go ahead in 186 with 
Woman’s World 


leading women’s magazines of that 
day, Godey’s Ladies Book and Peter- 
son’s Magazine, were the principal 
line handled by J. Walter Thomp- 
son in those beginning days of ad- 
vertising. 


Tells of Pinkham Start 


A colorful experience in advertis- 
ing of the eighties related by Mr. 
Raymond is the story of how his first 
employer, Mr. Hubbard, first ex- 
ploited the virtues of Lydia E. Pink- 
ham’s Vegetable Compound. 

“Mr. Pinkham, husband of Lydia 
E., had been a shoe manufacturer in 
Lynn, Mass. He failed in business 
and shortly thereafter died, leaving 
his wife and sons little beyond a 
comfortable home. Mrs. Pinkham 
had been a sort of mother to the 
neighborhood, and bethought herself 
of a medicine which she had used 
many times with success. She de- 
cided to make it in quantities, using 
an old kettle in which they had for- 
merly made the family soap. The 
boys peddled the medicine from a 
wheelbarrow, and did well in a 
modest way. One son, Charles, had 
imagination, however, and was not 
satisfied to stay small. Against his 
mother’s protests and his brother’s 
judgment, he put their entire sav- 
ings, about $500, into a reading 
notice in the Boston Sunday Herald. 
The result to Mrs. Pinkham and Wil- 
liam was a miracle—to Charles be- 
yond his wildest expectations. They 
were flooded with orders by letter 
and wire from wholesalers, often in 
gross quantities. Within a week 
they had their money back and a 
handsome profit. Mr. Hubbard 
offered them $10,000 credit or more 
for extensive advertising. This was 
accepted, the order placed, and Mrs. 
Pinkham’s placid countenance was 
daily pictured forth in every city 
and town from Maine to California, 
and the business entered upon a 
career of success which it has 
maintained to this day.” 

Mr. Raymond retired from active 
participation in commercial adver- 
tising when the United States en- 
tered the World War. He served as 
a dollar a year man for the govern- 
ment in the advertising section of 
the Public Information Division. 


Contestants 
Need Not Be 
Mind Readers 


Chicago, Oct. 24.—Mental reserva- 
tions by advertisers who offer prizes 
are unavailing, Municipal Judge Ed- 
ward B. Casey ruled yesterday in 
holding that an ingenious casket 
dealer, N. J. Hill by name, had fairly 
won the $100 offered by the Dudley 
Lock Corporation, Chicago. 

The lock manufacturer installed a 
display in The Fair, Chicago depart- 
ment store, with this sign: “Pick 
open this lock—$100 is yours.” 

Mr. Hill obliged with great gusto, 
but the Dudley company declined to 
pay over the $100, alleging that Mr. 
Hill had disregarded all of the rules 
promulgated through the years by 
the Lock Pickers’ Union. Whereupon 
Mr. Hill sued for his money. 

Testimony in the court developed 
that the casket expert had slid a 
brass strip along the shackle into 
the top of the lock, while the manu- 
facturer had intended to offer a re- 
ward only for picking the lock 
through the keyhole. 

Judge Casey held that since this 
qualification was not stated, Mr. Hill 
was entitled to the $100. 


Gemloid Makes New 


Decorative Material 


Gemloid Corporation, 425 Fourth 
Ave., New York, has developed a 
new product, Enameloid-Cloisonne, a 
processed material available in sheet 
form, upon which individual designs 
chosen by purchasers are embossed. 

It is used for decorative effects 
on compacts, bottle tops, toilet sets 
and other articles. 


Brewer Appoints Kircher 

Albert Kircher Company, Chicago, 
has been appointed to handle adver- 
tising of the Hoerber Brewing Com- 
pany, Chicago. Business papers, 
newspapers, displays and outdoor 


posters will be used. 
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A rich market, with a wealth of buying power rela- 
tively untouched by the impact of economic adversity. 


Within its boundaries are found the first and second 
states of the nation in point of per capita retail sales, 
the average for the entire territory within a few cents 
of being “tops” for the whole country. 


Distributed through the eleven basic markets of the 
area, your sales message reaches the cream of this 
buying power. It parallels the advertising of your 
retail merchants, for those merchants have found 
through cash-register tests that the papers which 
comprise this group are most productive, each in its 
respective market. 


A market worthy of your intensive cultivation, with 
the striking visibility of color, in the best read section 
of its preferred medium. 


THE LARGEST MEDIUM COVERING THE ENTIRE 
PACIFIC COAST MARKET 
SAN FRANCISCO CHRONICLE » OAKLAND TRIBUNE - SACRAMENTO UNION + LOS ANGELES TIMES 


SAN DIEGO UNION + TACOMA LEDGER + SEATTLE TIMES + LONG BEACH PRESS-TELEGRAM 
SALT LAKE CITY TRIBUNE - SPOKANE SPOKESMAN REVIEW - PORTLAND OREGONIAN 


This Sales Manager's Year Book 
will be delivered on request by 
any of the offices listed below: 
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Cooperation and Compromise 


The disposition of the problems 
which confronted the Audit Bureau 
of Circulations at its convention in 
Chicago last week demonstrated once 
more the ability of the various in- 
terests which comprise the bureau to 
adjust their differences on a give- 
and-take basis. The adoption of the 
compromise agreement on the news- 
paper report showed that all groups 
realize the essential character of the 
bureau and are willing to make con- 
cessions in order to keep it going 
ahead with the unanimous support 
of all publisher divisions. 

P. L. Thomson, re-elected president 
of the A. B. C., emphasized the 
unique character of the bureau and the 
successful way in which it has func- 
tioned since 1914 in his annual re- 
port. What he said is worth repeat- 
ing: 

“The Audit Bureau is the most 
striking example of a cooperative or- 
ganization in the whole field of in- 
dustry, because it embraces in its 
membership more competitive inter- 
ests than any other trade association. 

“That it has survived for twenty- 
one years is an amazing thing, and 
proof of the useful function which it 
performs. It stands a monument to 
the ability of advertisers, agencies 


and many different types of compet- 
ing publishers to subordinate indi- 
vidual differences and work together 
for the common good.” 

Many of the problems which were 
presented to the convention were 
tossed into the lap of the board of 
directors. This was an expression of 
the confidence which the members 
have in the ability of the board to 
consider the questions from all stand- 
points and arrive at a decision which 
will be fair to all. The experience of 
the board membership is so broad, 
and covers so many phases of pub- 
lishing and advertising, that it is in 
a remarkably good position to pass 
on the highly complicated and tech: 
nical questions involved in the dis- 
cussions constantly coming before it. 

We think the convention did a 
good job in ironing out the numer. 
ous difficult problems presented to 
it. Some of them contained dyna- 
mite, and had not all sides been will- 
ing to meet the other fellows half- 
way, the solutions reached would not 
have been possible. It is the spirit of 
cooperation and compromise that has 
made the bureau possible and will 
continue to provide the basis for its 
indispensable service of the field. 


Disarming 


E. T. Gundlach, famous Chicago 
agency head who has written so many 
frank criticisms of advertising, is 
now coming to its defense with 
sound suggestions for meeting the 
conditions created by attacks upon 
its honesty and acceptability from 
both official and unofficial sources. 

As Mr. Gundlach pointed out in his 
talk at a recent meeting of the En- 
gineering Advertisers’ Association, 
advertising which is overemphasized 
or exaggerated, which is too clever 
or too subtle, gives critics a chance 
to enter objections. On the other 
hand, the study of the extent to 
which advertising is not believed, 
presented by ADVERTISING AGE on the 
basis of a Ross-Federal survey, shows 
that a large part of the public is con- 
scious of advertising as such, and 
considers it largely as interesting 
entertainment, rather than a sales 
message addressed by the manufac- 
turer or merchant to the public. 

The answer to both these situa- 


the Critics 


tions is greater simplicity, Mr. Gund- 
lach believes. Stripping off the non- 
essentials and eliminating the super- 
latives will both disarm those who 
charge that advertising is mainly 
ballyhoo, and change the viewpoint 
of readers who look upon it merely 
as a vaudeville show. The less adver- 
tising is thought of as advertising, 
and the more it is read with an eye 
to the significance of the news about 
products which it presents, the 
clearer will be its function and the 
less excuse for criticism it will pro- 
vide. 

This kind of copy, of course, calls 
for the highest form of professional 
skill. An_ effective advertisement 
which is simplified in form and re- 
duced to the essentials of its sales job 
is an ideal product. Ideas and sup- 
porting facts are thus exposed to 
full view, without being covered up 
or disguised by any sort of ginger- 
bread or veneer. The best advertis- 
ing brains are needed to do that kind 
of copy well. 


THE NEWEST IN NEW RADIO PROGRAMS 


WABS . 
QUIET PLEASE 


—New York American 


"This hour of silence is coming to you through the courtesy of the 
Pemington Noiseless Typewriter Company. . . .” 


Voice of the Advertiser 


Liberty Mutual Issues 
New Safety Booklet 


To the Editor: Enclosed is a copy 
of a book entitled, “Yesterday They 
Were Alive,” which we have pub- 
lished to induce car owners to drive 
with greater care. 

Will you tell me—with complete 
frankness—if you find this book in- 
teresting; if it will cause you to 
drive more carefully; if you think it 
will appeal to and be read by the 
average car owner? 

We have spent a fairly substantia] 
amount of money to publish a limited 
edition of this book. Before spending 
the rather large sum which would 
be necessary to give the book wide 
distribution, it would be most help- 
ful to have your frank comments and 
suggestions. 

We are, of course, aware of the 
fact that some people may say that 
this is plagiarized from an article 
entitled, ‘“—And Sudden Death,” 
which appeared in a recent issue of 
Reader’s Digest and which has been 
reprinted in many magazines and 
newspapers. Possibly you may have 
the same impression. Actually, this 
book has been in preparation since 
last May. It is not nearly so bloody. 
We have tried to teach some simple 
driving lessons, not by preaching but 
by illustrating what happens when 
common-sense driving rules are over- 
looked. 

I hope you will feel that this book 
will serve the useful purpose for 
which it has been designed, but you 
will do us a much greater service if 
you will give us your frank, honest 
opinion. 

BENNETT Moorr, 

Assistant Vice-President, Liberty 

Mutual Insurance Company, Bos- 

ton, Mass. 


[Editor’s note: The book strikes us 
as an excellent project, Mr. Moore, 
and we hope you will give it the 
widest possible’ distribution. It 
should do its part in lessening the 
number of motor accidents. ] 


7; Ff F 


Why the Bars on Gray 
Hair, Asks Subscriber 


To the Editor: A recent editorial 
in the Michigan Investor drew an in- 
teresting moral from the world’s 
series, and the fact that “the veter- 
ans rose to the occasion while the 
youngsters bogged down.” 

“There’s a fine lesson in this for 
business men who won’t hire em- 
ployes with gray hair, or who have 
passed a certain age,” the editorial 
continues. “Even large corporations 
harbor the same delusions. And in 


the next breath they point to experi- 
ence in manufacturing their prod- 
ucts. 

“The streets are filled with men 
who were caught in the depression 
and are unable to get jobs because of 
their gray hair and their age. With 
valuable lessons learned and years of 
experience back of them, they find 
the doors to new work shut. The 
verve and the energy of youth is the 
cry of business men.” 

Advertisers and advertising agen- 
cies certainly need a shot of this, for 
a great many of them have gone 
daffy over the youth idea .. . the zip 

. rip... bang of young blood. 
As a result a lot of valuable talent 
is being barred because of gray hair. 

Unquestionably youth has its place 
in the scheme of business, but it 
most assuredly cannot replace ex- 
perience acquired through long years 
of actual contact with practical ad- 
vertising and merchandising. 

Certainly you could render busi- 
ness as related to advertising and 
selling a great service were you to 
strip some of the false notions from 
the ideas of shelving the old timers. 

Come on and give the veterans a 
break in your columns. 

A SUBSCRIBER AND A COPYMAN WITH 

Gray Harr WHo Is Nor OUT or A 
Jos But Is IN SYMPATHY WITH 
CAPABLE MEN WHO ARE BECAUSE 
or THEIR AGE, 

vvwegy 


Too Many Using Same 
Idea, Says C. P. Clark 


To the Editor: I was very much 
interested in a photograph of a shoe 
display on Page 43 of the Sept. 30 
issue of ADVERTISING AGE. 

We should feel flattered that a 
St. Louis woman’s shoe manufacturer 


and a Chicago advertising agency 
have produced an itinerant display 
based on the theme of one of our 
clients’ advertising which has been 
appearing in national publications 
during the past 12 months. We refer 
to our client, Jarman Shoe Company, 
and theme for Friendly shoes, ‘“Por- 
traits in Leather.” 

You might be interested in seeing 
the displays which were shipped to 
some 5,000 dealers, which are quite 
difficult to tell from the itinerant 
display pictured in your recent issue. 

I say we should feel flattered but, 
unfortunately, we don’t, since our 
idea of “Portraits in Leather,” with 
the use of palettes, portraits, etc., 
has been copied, plagiarized and 
what have you by many advertisers 
and agencies even as far as auto- 
mobiles. 

We have a men’s shoe account in 
Nashville and a woman’s shoe ac- 
count in St. Louis but even we 
wouldn’t use this idea on our 
woman’s shoe account for the simple 
reason that we think when an adver- 
tiser produces a dominant theme or 
idea it ought to be his property and 
that we are employed to originate 
new ideas. 


C. P. CLARK, 
President, C. P. Clark, Inc., 
Nashville, Tenn. 
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We Won’t Let Him Go 


To the Editor: Copy Cub is wast- 
ing his time messing around with 
advertising. 

The Braddock-Baer bout (if you 
can call that a bout) and the Louis- 
Baer fight (if one guy can make a 
fight) stamp him as an expert fight- 
caster. Why don’t you tell him to 
get in the proper racket? 

Give him my congratulations. 


Tom MuRpPHY, 
Ft. Worth, Tex. 
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Liked Coverage 

To the Editor: As chairman of 
the press committee of the Life Ad- 
vertisers Association, may I express 
my personal thanks and the com:- 
bined appreciation of the entire asso- 
ciation for the splendid way in which 
you handled our recent convention 
in your issue of Oct. 7. 

This cooperation is very fine and 
the association is grateful for the 
recognition. 


J. H. McCarroit, 


Advertising Manager, Bankers 
Life Company, Des Moines, Ia. 
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600—Not 60 


To the Editor: May I call your at- 
tention to the article appearing in 
the first column of Page 31 of the 
Oct. 21 issue of ADVERTISING AGE. 
This article deals with the photo- 
engravers’ recent convention in De- 
troit. 

In the third paragraph appears the 
following sentence: “About 60 mem- 
bers attended the convention. .. .” 
Presumably this is a typographical 
error... 

The fact is that over 600 persons 
attended our Detroit convention, of 
whom 563 were registered. 


Louis FLADER, 
Commissioner, American Photo-En- 
gravers Association, Chicago. 
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: | Fast news from Washington... Foreign News... 
Latest Pictures’ ... Last minute farm information 
..- these extra services are made possible by a 


4-day printing and delivery SPEED schedule. 


* A dramatic illustration of Farm Journal's 
speedy handling of current news pictures 
will be found in “Taking the New York 
Automobile Show to the Farmer.” The New 
York Show closes November l10th...A 
few days later, 1,120,000 Farm Journal 
families will be looking at complete pictures 

‘ of the Show’s exhibits and the new models. 
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G-F EXECUTIVE 
TELLS NATION'S 
NEED FOR GOODS 


Sees Huge Replacement 
Market Awaiting Action 


New York, Oct. 22.—Business men 
should capitalize on the fact that 
after six years of depression, the 
“material of living has worn out and 
the country has got shabby,” Clar- 
ence Francis, executive vice-presi- 
dent of General Foods Corporation, 
told the National Sales Executives 
Conference here Friday. 

Mr. Francis was the speaker at a 
luncheon sponsored by the Interna- 
tional Association of Sales Execu- 
tives, in cooperation with the U. S. 
Department of Commerce, the Sales 
Executives’ Club of New York, the 
American Marketing Society, and 
other organizations. 

Mr. Francis declared that there 
are no spectacular new inventions or 
new sales territories to turn to, but 
that today America is the greatest 
potential market on earth for a re- 
placement and modernization move- 
ment on a large scale. 

“If there is going to be a substan- 
tial and enduring recovery,” he said, 
“we've got to pull ourselves out. The 
government won't do it for us. 


Huge Replacement Market 


“The United States is ripe for a 
replacement and replenishment pro- 
gram such as the world never has 
seen before. We need new cars, 
new houses, new clothes, new shoes, 
new radios with television, new air 
conditioning in dwellings and work 
places. We need new foods, machin- 
ery, comforts, and culture. We need 
to clean up and paint up. We need 
to raze thousands of antiquated fac- 
tories and houses—rebuild, modern- 
ize. 

“The money is ready. The banks 
have plenty of money, and the 
everyday folk have billions in sav- 
ings. Investors are eagerly seeking 
places to put their money to work. 
... Right now we lack only the vis- 
ion, the united driving force.” 

Mr. Francis presented figures 
showing that thousands of houses 
are antiquated and in need of re- 
building or modernization, that 
5,000,000 farms need electric lights, 
and that production in the fields of 
building constructon, domestic elec- 
trification, paints, plumbing, office, 
equipment, hotels, motor cars, hats, 
clothing, and shoes is inadequate to 
meet present needs. 

He cited a survey disclosing that 
44 per cent of the homes in one city 
needed repairs, which would only 
make them livable, and declared that 
insanitation, discomfort and barren- 
ness mark many small town and 
farm homes. 


On Verge of Seller’s Market 


“Every phase and necessity of our 
daily life is cluttered with wear, with 
obsolescence, and is simply crying 
for renewal and modernization,” Mr. 
Francis asserted. 

American inventive genius and 
merchandising ingenuity must be 
mobilized for this task of creating 
industrial and business recovery by 
means of a gigantic renewal pro- 
gram, he added. 

“We are on the verge of a sellers’ 
market,” he said. “It should be our 
responsibility to get that market go- 
ing and shape it so that it will thrive 
in a sound, healthy way.” 


Name Maxon for Perfumes 


Maxon, Inc., New York, has been 
appointed for advertising of the new 
Elsie de Wolfe perfumes. Initial dis- 
tribution of the product will be 
through a limited number of spe- 
cialty shops in key cities. 


Gets Sea Foods Account 


United States Advertising Corpo- 
ration, Chicago, has been appointed 
by the Dorgan-McPhillips Packing 
Corporation, Mobile, Ala., for adver- 
tising of its canned sea foods. 


Borland Joins J. W. T. 
Staff in Far West 


Taking over all advertising and 
publicity operations for both Nash 
and Lafayette motor cars, J. Walter 
Thompson Company has added M. 
C. Borland to its staff, 

Mr. Borland, widely known in the 
automotive industry, will make his 
headquarters in Los Angeles to serve 
Nash and Lafayette distributors and 
dealers on the Pacific Coast, under 
supervision of Ed Fortman, advertis- 
ing and publicity director of the 
agency. 


Withington Joins Ellis 


John W. Withington, previously 
with the Boston News Rureau and 
the financial department of the Bos- 
ton Post, has joined A. W. Ellis Com- 
pany, Boston. 


Buckle Maker 
Ties in With 
Ads for Cars 


Philadelphia, Pa., Oct. 24.—Pioneer 
Suspender Company will play up the 
phrase “Styled by Sakhnoffsky” in 
its advertising of the newly-designed 
Pioneer belt buckles, at the same 
time that motor car manufacturers 
will emphasize Sakhnoffsky styling 
in their campaigns. 

The new jewelry buckles, designed 
by Count Alexis de Sakhnoffsky, no- 
ted engineering stylist, will be ag- 
gressively advertised to the con- 
sumer in Collier’s and Esquire, and 


in newspapers throughout the coun- 
try. 

Additional force will be lent to the 
Pioneer campaign, according to offi- 
cials, through advertising of the Au- 
burn customfit-built speedster, styled 
by Sakhnoffsky, and guaranteed to 
make a speed of 120 miles an hour, 
and advertising of White Motor 
Truck Company, as well as through 
display of Auburn and White prod- 
ucts at automobile shows. 


Announce Streamlined Trucks 


The White Company has just an- 
nounced a line of streamlined trucks, 
styled by Sakhnoffsky and featuring 
among other things, air-conditioned 
drivers’ cabs. These trucks will be 
advertised in full color in double 
page spreads in Collier’s, Fortune, 
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Saturday Evening Post, and other 
magazines, on posters throughout the 
nation, in more than 200 business 
publications, and through direct 
mail. 


Uses “Sakhnoffsky Styling” 


When Pioneer began to plan its 
line of buckles for Christmas, it was 
decided to tie in with the current in- 
terest in streamlining and to employ 
the services of Sakhnoffsky, whose 
work is seen in leading types of bar 
room fixtures, luggage, airplanes, 
speed boats, and many other lines, as 
well as automobiles, 

The “Sakhnoffsky styling” theme 
will lend itself naturally to promo- 
tion, department stores, men’s cloth- 
ing and furnishings stores, and other 
Pioneer outlets will be told. 
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AD CRITICISMS 
FAIL T0 HOLD 
WATER: PALMER 


New York, Oct. 22.—Answering a 
few questions frequently propounded 
by critics of advertising, William G. 
Palmer, vice-president of J. Walter 
Thompson Company, estimated that 
it might have taken 50 years to 
place electric refrigerators in the 
hundreds of thousands of homes 
they serve today if mass production, 


aided by advertising, had not been 
employed. 

Mr. Palmer was one of the speak- 
ers at the fifth annual Forum on 
Current Problems under New York 
Herald Tribune auspices at the Wal- 
dorf-Astoria. Freedom of the air 
and of the press were discussed by 
David Sarnoff, Radio Corporation of 
America, and Col. Frank Knox, 
Chicago Daily News, respectively. 

A great majority of the advertised 
commodities would, without adver- 
tising, cost more than they now do, 
or would not be available to us at 
all, Mr. Palmer said, in clearing up 
the anti-advertisers’ increased-cost 
argument. If business men could 
find a cheaper way to create demand 
and enable enjoyment of mass pro- 


duction benefits, they would wel- 
come it, he said. 

Critics who say that soup, for ex- 
ample, is nothing but water with a 
little flavoring and a few odds and 
ends of vegetables, costing a tiny 
fraction of the advertised soup price, 
can be stopped by a dime, Mr. 
Palmer said. Give the critic the 
coin and ask that he produce a com- 
parable product for the money, or 
give 50 cents in an argument on Cos- 
metics and have him produce the 
equivalent of an advertised powder 
within this cost, he suggested. 

As to the use of advertising to sell 
fake products, Mr. Palmer said that 
“on this point, the ‘anvil chorus’ of 
the opposition has played every tune 
that can be played on anvils. I am 


told that they have traveling ex- 
hibits showing the horrors ‘of fake 
nostrums being advertised to cure 
incurable diseases. 

“Well, where is this advertising? 
Is it in the newspapers which you 
read? Is it in the magazines? The 
answer is ‘No.’ This type of adver- 
tising is banned by practically all 
reputable periodicals. Reputable ad- 
vertising men are as bitterly against 
these things as the most ardent re- 
formers. 

“To mention advertising of this 
type in the same breath with adver- 
tising in general is as ridiculous as 
to talk about a fly-speck on the side 
of a Colorado canyon, or a crack in 
one of the stones in the Cathedral 
of Notre Dame.” 


NORMOUS horse 


; “newspaper circulation — geared. for action 


= in 18 ‘major markets. throughout the’ nation, . 
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-power may be 
developed by. motor or turbine but uptil 3 
‘the generated power is harnesied< ‘put ia 


gear — that potential energy is useless. 


Advertising agents find it advantageous to mesh 


their clients’ advertising with powerful Hearst 


pret, 


\ EWS PAPERS 


ING FORCES IN 18 GREAT MARKET AREAS 


STORY OF TRADE MARK 


Under his glass 
Peter Ballantine found 
8 trade omg now brscre 


“la he’ the PUR-R-RITY,” he said, his Seotels 
burr mingling with the brew in hes 
Another gulp. and more tongue rolling 


Back in 1840 Peter Ballantine lifted his 
glass of beer three times to taste it for 
purity, body and flavor, thus causing 
three interlocking rings on the bar and 
coining a trade mark, this newspaper 
copy for P. Ballantine & Sons, Newark, 


avers. 


New Volume 
Shows ‘Tested 
Sales Letters’ 


New York, Oct. 24.—A book made 
up in large part of successful sales 
letters, with brief explanations as to 
why they pulled, has been written 
by Herbert H. Palmer, associate 
professor of business English and ad- 
vertising, College of Business Ad- 
ministration, Syracuse University. 
“Tested Sales Letters,” a volume of 
500 pages, has just been published 
by McGraw-Hill Book Company. 

In the preface, the author asserts 
that many such books have set forth 
a theory and illustrated it with let- 
ters chosen because they fit the 
theory rather than because of their 
known effectiveness. His own ef- 
fort has been to present letters that 
have proved effective and to point 
out briefly the reasons for their suc- 
cess. 

“In fact,” he continued, “the au- 
thor should really be called ‘the 
compiler’ and not an author at all, as 
his work has been chiefly to collect 
and arrange the letters that form the 
backbone of the book and to link 
them together with sufficient ma- 
terial to provide continuity in each 
chapter. The men and women who 
wrote the letters are the real au- 
thors of this volume.” 

Prof. Palmer makes no effort to 
conceal that he expects his readers 
to make practical use of his book. 
In fact, he has devoted one chapter 
to “adaptation of sales letters to fit 
your needs,” showing how the basic 
idea may be utilized for any prod- 
uct. 


Kelley Joins Jam Handy 


Albert Kelley, formerly director for 
Columbia and other Hollywood stu- 
dios, has joined the staff of directors 
of the Jam Handy Picture Service, 
Detroit, where he will specialize on 
industrial productions for public 
showing. 


WCKY Names lames Goldsmith 


Lee Goldsmith, announcer for sev- 
eral Cincinnati stations during the 
past few years, has been named stu- 
dio director of station WCKY, Cin- 
cinnati. He succeeds James A. Alder- 
man, who resigned to join the Cros- 
ley stations in Cincinnati. 


To Launch “News” 
Western Business Papers, Inc., 
Los Angeles, will begin publication 
of Oil & Gas Equipment News with 
the March, 1936, issue. Editorial con- 
tents will be restricted to descrip- 
tions of new oil and gas industry 


equipment. 
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ADVERTISING IS 
AGAIN URGED ON 
MEAT INDUSTRY 


Product Must Be Improved, 
Says Armour President 


Chicago, Oct. 24.—The meat short- 
age, with its attendant high prices, 
is creating a problem which will 
have to be met with a national 
advertising campaign at some future 
time, A. C. Sinclair, vice-president 
of Kingan & Co., Indianapolis, told 
the 30th annual convention of the 
Institute of American Meat Pack- 
ers at the Drake Hotel Monday. 

Mr. Sinclair warned the conven- 
tion that high meat prices are driv- 
ing consumers to other better ad- 
vertised foods. R. H. Cabell, presi- 
dent of Armour & Co., Chicago, said 
that equally important is the ques- 
tion of improving the quality of 
meats. But Elmer Brock, represent- 
ing the American National Live 


Stock Association and the Wyoming 
Cattlemen’s Association, said that it 
is a question whether the cattle- 
raising industry is to survive. It is 
being slowly, but surely throttled by 
no less than nine different govern- 
ment bureaus, he asserted, all of 
which are urging their own favorite 
panaceas on it. The cattlemen are 
expected to pay the cost of these 
experiments. 


Must Consider Future 


Mr. Sinclair outlined the situation 
as follows: 

“Our thinking at present is domi- 
nated by the shortage of supplies 
and it is expedient that we direct 
our major efforts toward relieving 
the immediate situation. However, 
we must look forward to the time 
when stocks mount and prices fall. 

“The shortage has demonstrated 
that people can live, without notice- 
able complaint, on a reduced diet 
of meat. Fruits, vegetables, cereals, 
bread and other substitute foods 
have taken up the slack and now 
account for a larger proportion of 
the consumer’s diet than heretofore. 
We cannot afford to assume that 
the mere lowering of prices will stop 
the encroachment of these other 
foods and regain for meat its former 
place in the diet. If there had been 


no shortage, the meat producing in- 
dustry would still be called on to 
face the distraction of consumers’ 
interest from meats to new foods.” 

Mr. Sinclair quoted John A. Kotal, 
Secretary of the National Associa- 
tion of Retail Meat Dealers as say- 
ing: 

“If pork supplies ever get normal 
again, the retailer is going to have 
his hands full trying to get consum- 
ers to buy pork even at lower prices, 
because they have learned to like 
other foods.” 

Mr. Sinclair pointed out that the 
retailer cannot do the selling job 
alone. 


Wants Industry Campaign 


“An industry advertising program 
should be put in the hands of a live 
wire agency,” he _ asserted. “— 
should go out under the name of 
the Institute. It should endeavor to 
interest the consumer in meats of 
all kinds. Expense should be borne 
proportionately by members. If 
done collectively, individual cost 
would not be great and effectiveness 
would be heightened. 

“Institute advertising has been 
spoken of at each convention for 
some years, but nothing is done. | 
wish to urge that we take some ac- 
tion on this important matter. It 


is not an immediate sales necessity, 


You 


Dealer identification made easy through 


the classified telephone directory 


Prospects who remember the name of your brand can quickly learn 
“where to buy it” in their neighborhood—if your brand name is 


listed in the classified telephone book. 


Most consumers know that the classified telephone directory 
tells “where to buy it.” Surveys show that more than 85% of tele- 
phone subscribers use the classified to help them with their buying. 

It brings in telephone sales and “over the counter” business. Get 


that business! 


Circulation figures and specific estimates furnished upon request. 
AMERICAN TELEPHONE & TELEGRAPH COMPANY, Trade Mark Service Division 


195 Broadway, New York 
(EXchange 3-9800) 


311 W. Washington St., Chicago 
(OFFicial 9300) 
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ml These 6 fuel companies 
tell prospects 
“where to buy it” 


but there is no question that within 
a year it is going to be a big prob- 
lem to get the consumer back to 
buying meat on the former scale.” 

Mr. Cabell, head of Armour & Co., 
followed this exhortation by point- 
ing out the importance of improv- 
ing the “product.” 

“We produce some of the finest 
meat animals in the world,” said 
he, “but the average is not as good 
as it should be. There is too much 
infcrior meat on the market and the 
consequence is that neither con- 
sumption nor production is keeping 
pace with the possibilities. 

“Packers should do everything 
within their power to encourage im- 
provement of herds and flocks. We 
have three outstanding examples of 
what can be done in this direction. 
For example, the Argentine exports 
in iarge quantities a better grade 
of beef than the average sold in 
this country. Argentine cattlemen 
have drawn their breeding stock 
from America and other countries 
which have perfected good cattle 
and they have bred a_ wonderful 
meat animal. 


Argentine Product Good 


“The world hears often about the 
roast beef of old England, but I 
think it is fair to say that more of 


CUTS INTEREST RATE 


Reduces time payment costs 
on new cars 


SY DEALERS 1 


OFFERED © SIN 
OLOSMOBILE-BUICK-LA SALLE- CADILLAC 


CHEVROLET CARS & TRUCKS- PO 


Full-page newspaper advertising 
which appeared Monday, the first 
effort in a new campaign announc- 


ing a _ reduction in financing 

charges. The GMAC reduction 

brought similar action on the part 

of other automobile financing 
companies. 


it comes from the Argentine than 
is produced in the United Kingdom. 
Argentine beef is so good that the 
British government has had to es- 
tablish a quota on shipments to 
maintain a market for British and 
Colonial meat. 

“Another outstanding example of 
the possibility of improving the 
quality of our meats is provided by 
Denmark. Though we are heavy 
consumers of pork, we have not yet 
developed a large supply of bacon 
hogs that will compare favorably 
with the Danish bacon hog.” 

Mr. Cabell asserted that there is 
a tremendous opportunity for some 
state to adopt a standard for bacon 
and then produce pigs of that kind 
in sufficient quantities. 

“I have no doubt that this state 
would develop a huge demand at 
prices substantially above that paid 
for the average hog of today,” he 
commented. He added that New 
Zealand lambs command such a pre- 
mium today. 

Mr. Cabell concluded with the 
statement that law makers have 
forced business into a new role— 
that of tax collectors. The unem- 
ployment compensation tax will cost 
Armour & Co. almost $600,000 in 
1936, expanding to about $1,800,000 
in 1940 and every year thereafter. 
The tax to provide old age pensions 
will reach the same amount. Hence 
in 1940, Armour & Co. will have to 
collect $3,500,000 more than it is 
now collecting in order to meet these 
two taxes. The margin between the 
price of livestock and the price of 
meat will have to be widened ac- 
cordingly. 


Offer of War 
Map Produces 
Inquiry Flood 


Boston, Mass., Oct. 22.—General 
Liquors, Inc., has met with prompt 
success for its “Eyes on Ethiopia” 
radio program, said -to be the first 
commercially sponsored broadcast 
dealing exclusively with the war in 
Ethiopia. 

On behalf of Old Burns whiskies, 
the company began sponsorship of a 
program featuring a war news digest 
by Lyle Tierney, world traveler, on 
Oct. 7, about the date that hostili- 
ties started. The program is heard 
at 6:30 p. m. on Monday through 
Friday over WAAB. 

Small space advertisements ap- 
peared during the first week of 
broadcasting on radio pages of all 
Boston evening newspapers, advising 
readers to “tune in” to learn how to 
get “Lyle Tierney’s war map free.” A 
deluge of map requests has reached 
the sponsor. 

The program will probably soon be 
extended to take in several other 
New England stations as fast as Old 
Burns distribution warrants. Adver- 
tising of General Liquors, Inc., is 
handled by Louis Glaser, Inc., Bos- 
ton. 
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ei Pennsylvania’s leading industrial 


POMERDY'S 


@ READING, Pa.., one of 


' cities, is 126 miles from New York City. 
It reads 5,894 copies of the Sunday 
News, for a family coverage of 
21.37. The picture shows Penn Street, 
in the center of Reading's retail 
shopping area. 


Caliper and 


Richard & Thomas, sons of William Penn, 

Liked this valley where the Schuylkill runs, 

Besought the brethren to settle there in 1748. 

Called the town Reading, after their parent 
place in Berkshire. 

Now some of the Quakers found ore nearby, 
and knew the craft of smelting iron, 

And so crude forges were set up, and here 

Were made the precious peg-like nails 

With which the new country built houses. 

And at Hereford furnace, twenty miles away, 

In 1767, was made the first iron cookstove 

To free the housewife from the fireplace. 


Germans came later, but the English ruled 

Until the Revolution drove them out. 

Reading became a Colonial supply point 

And prison site for captured redcoats. 

Reading made cannon for Washington; and 
eighty odd years after, furnished 

Heavy ordnance to the Northern armies. 

Early, transportation helped the town; 

For in 1824, the Schuylkill Canal was cut 
through to Philadelphia, 

And in 1828, the Union Canal opened 

To Lebanon and Middletown. 

A decade hence the Philadelphia and Reading 
linked the town by rails 

To Philadelphia} fifty-eight miles away. 


The canals are closed and weed-grown now, 

The early iron forges cold historic spots. 

But Reading today ranks as the state’s third 
industrial city 

With 400 factories around it, 
making $140,000,000 in 
goods each year. 


The machine that made your wife’s silk hose, 

And maybe the hose too, came from Reading. 

Silk underwear, fabrics, wrought iron pipe, 

Glass door knobs, goggles and optical goods, 

Children’s shoes, felt hats, builders’ hardware, 

Are made in Reading, fill the monster freights 

On the Penn and Reading lines. Anthracite 
mined nearby is shipped to Reading 

To be graded, then shipped away. 

The state’s first super-power system here, 

Sells juice from Harrisburg to Eastern Jersey. 

The town is a wholesale center, too, 

And takes in $37,000,000 a year in its 1,900 
retail stores. 


This is no heavy, hunky labor town. 

The things that Reading makes take skill, 

And thousands of skilled mechanics. The tool, 
the vise, the caliper and the machine 

Are in the blood of Reading men. 

Even the small kids tinker with old cars. 

Deft-fingered girls do precision jobs 

In hosiery mills and glass factories. 

So Reading has steady high-wage work, 

Plenty of income, good times and bad. 


Nine-tenths of the people are native born, 
mostly the “Pennsylvania Dutch”, 

Provident, competent, fond of their homes 

Of brick, built Philadelphia style, and fronted 
with sandstone steps 

Which every housewife scours every day. 

Some of them live in newer single houses, 

Bright with lawns and gardens 
back and front. 

On higher ground, the old 
first families 
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Live on fine estates, with swimming pools, 

And grow rare peonies and irises. 

Reading is rich in parks and play places, 

Proud of Penn Common, in the city’s heart. 

The public schools afford evening, summer, 
continuation courses, 

Two universities conduct extension centers. 

And Reading supports a symphony orchestra, 
museum and art gallery; 

Two daily newspapers, weeklies in Polish and 
Italian, and a labor-socialist sheet. 


Reading reads lots of papers. 
In the still Sabbath dawns, on hilly streets, 
High-school boys in Fords and on bicycles, 
Or on foot when the snow is deep or packed, 
Deliver the Sunday papers from out of town. 
And on every fifth porch, is lopped a copy of 
Our own New York Sunday News, Reading’s 
favorite weekly. : 
Because out of its 27,659 families, some 21% 
Buy 5,894 copies of the Sunday News! 


Reading is just another city of the 119, 

All of better than 10,000 population, 

Where the Sunday News reaches better than 
20% of the families, 

Covers them better than any magazine! 

These 119 cities form the best part of the 
national market 

With more people, jobs, incomes, buying, 

More stores and more orders for good salesmen. 

But the heart of the Sunday News package 

Is New York City itself, where Sunday News 
family coverage exceeds 64%! 


Mark down the Sunday News on your next 
magazine schedule—and watch 
Your advertising dollars come home with pups! 
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NETWORK TIME 
SALES BOOSTED 
IN SEPTEMBER 


New York, Oct. 24.—Network 
time sales by the two major net- 
works continue to show gains, Sep- 
tember sales being substantially 
more than the total of any previous 
September, according to Advertising 
Record Company. 

During September, total time sales 
were $3,250,217, of which CBS was 
credited with $1,086,900 and NBC 
with $2,163,317. Total sales for 
September of last year were $2,560,- 
657. 

For the past nine months the net- 
works’ sales totaled $34,929,336, 
compared with $29,314,453 for the 
same period last year. 

The largest user of network time 
during the month was General Foods 
Corporation, spending a total of 
$204,028, divided as follows: GF 
Cooking School, $9,472; Jell-O, $42,- 
014; Maxwell House coffee, $50,970; 
and Post Toasties and Bran, $101,- 
572. 


Second in line was Procter & 
Gamble Company with expenditures 
totaling $163,319, as follows: Camay 
soap, $27,456; Chipso, $25,410; 
Crisco, $40,383; Dreft, $4,446; Ivory 
soap, $26,438; and Oxydol, $39,186. 

Third place was taken by Stand- 
ard Brands, Inc., which spent a to- 
tal of $154,026 divided as follows: 
Aspic gelatin, $3,171; Chase & San- 
born coffee, $63,580; Fleischmann’s 
yeast for health, $35,457; Fleisch- 
mann’s yeast for baking, $6,342; 
Royal gelatine, $3,171; Royal ice 
cream powder, $3,171; Tender Leaf 
tea, $34,744; and tea and gelatin, 
$4,390. 

Other Large Users 


In fourth place was Lady Esther 
Company, whose total was $94,902. 

Other large users of network time 
during September were: Colgate- 
Palmolive-Peet Company, $88,440, of 
which $56,800 was for Palmolive 
soap, and $31,640 for Super Suds; 
Pepsodent Company, $83,656; Ford 
Motor Company, $82,446; Dr. Miles 
Laboratories, $69,462; Lever Bros., 
$64,183. 

Kraft-Phenix Cheese Corporation, 
$60,680; American Tobacco Com- 
pany, for Lucky Strike cigarettes, 
$57,856; Wasey Products, Inc., $56,- 
409, divided as follows: Barbasol & 
Bost, $10,964, Zemo, Kreml, Mus- 


terole, C. T. C. & Haley’s M-O, $45,- 


445; Campbell Soup Company, $56,- 
120; and General Mills, Inc., $51,202, 
divided as follows: Bisquick, $26,- 
985; Gold Medal Flour, $8,880, and 
Wheaties, $15,337. 


Plan Liquor Campaign, 
Featuring “Pete Hagen” 


Twenty newspapers in 17 key 
Eastern markets will be used in the 
initial consumer campaign of Pop- 
per-Morson Company, Inc., Jersey 
City, N. J., distiller and rectifier, be- 
ginning early next month. Craven & 
Hedrick, New York advertising 
agency, is in charge. The campaign 
will run throughout the winter sea- 
son. 

The company will introduce a new 
advertising personality into’ the 
liquor field, one “Pete Hagen,” a fic- 
titious Irish gentleman of the old 
school sponsoring two products bear- 
ing his name, Pete Hagen’s Crystal- 
lized and Old Fashioned Rock & Rye, 
brands recently acquired by the com- 
pany. 


D. L. Brown Appointed 

David L. Brown, recently with Mc- 
Cann-Erickson Company, New York, 
and previously advertising and sales 
manager of Goodyear Tire & Rubber 
Company, director of Frigidaire ra- 
dio activities for the Geyer Company, 
Dayton, and account representative 
with Lord & Thomas, New York, has 
joined Marschalk & Pratt, Inc., New 
York. 


‘this CODE 
will NEVE 


be repeale 


“eé 


reader, but to impress him exactly as 


you wish him to be impressed...’ 


SO wrote Robert Louis Stevenson a 
thereby proving 
himself to be a better merchandiser 
Replace the word 


half century ago, 


than he knew. 


... not merely to IMPRESS the 


“reader” with “prospect” or “customer” 


...and you have the 


enduring code 


for successful merchandising 


Impress your customers as you wish 


them to be impressed 


— with your 


packages, labels, display cartons, win- 
dow cutouts, transparencies, hangers, 
counter and car cards, and outdoor 


posters, skilfully done 
manner. 


“US” service will make money for 
you—42 different types of selling helps. 
Write ...or call “US”. 


in the “US” 


@ROBERT LOUIS STEVENSON, 
to the record, never conducted a market 
survey or plotted a sales curve, but his “best 
sellers” 
and how to win it. 


according 


prove that he knew his market. 


THE UNITED STATES PRINTING & LITHOGRAPH CO. 


CINCINNATI 
320 Beech Street 


52-V E. 19th Street 


NEW YORK 


CHICAGO 
205-V W. Wacker Dr. 


BALTIMORE 
420 Cross Street 


ALFALFA BILL URGES ECONOMY 


A SELF-EVIDENT TRUTH: Every citizen should pay 

his share to suppor oh oe rpg nt. None should escape, 

be exempt. puld be mertaned. Government 

ld a mically administered. of such 
ner me: 

FOR INST ANCE Lente yees of the state, including 


nty employees, are “tax-eaters.” They pay 
“r income tax on their salaries. 


FOR INSTANCE: All employees of the federal gov- 
ernment pay no state income tax on their 
salaries. 


The congressmen fro 

more than $1,000 00 mileage. 

cling to Washington and 
doesn't 


Let’s Tax x the Tax-Eaters! 


come-producing business, its tax-exempt. If they issue 


the bonds is taxed. Why should bureaucratic business 


activities have gene rights over private individ- 
uals of busine: 

Let's have a little tax equality. Let's tax the Tax- 
Eating Government employees! The only true function 


of government is to govern—not to compete in Loy wong 
ns on a ta pee basi 


parece <a but these actis ities are not in 
competition with private enterprise Let's 
har we a little tax equality! 


The Constitution created no “preferred 
citizenship.” Let's go back to the Consti- 
tution. 


» are oppressing the 
wernment-support- 


The a» nernment < Jerks in Washington 
can have leave and are given 
v pay = you non w 


s va 
Let's have 0 hetle 


the come tase co bus> power to dest Let's throw off this 
aon bo the d bureaucratic Felon demand that present 
cupereedes or with which officeholders live up to the platforms upon 
Cengee which they were f+ ry or resign 

who gained public ottiee by false plattorms 


The bureaucratic Tax Eaters always 
“slip over” some concession of tax advan- 


tage for themselves. Who are they to set 
themselves up to take advantage of, and 
oppress honest. taxpaving, government- 


supporting citizens? They have 
oppressors—they seek to enslave the ma- 
jority for their own benet 


Remember, ~~ power to tax is the 


ve have to support 
d and as long as any 

or other factory or business. 
aX on Al whi nate make every 


m. Let's stop this 
ric. Let's have 
uality which the 


y operates a water plant, an electric light plant, 

But iter rmers operate a co-operative ele- 

axes. Why penalize a tarm 
bus 


> 
pom i “oa pitty a 2 build ling to operate an in- 


Let us 


antees Politic dd Religious 


reser oe. par -d Republic of a perpetual Union of Indestructible Sovereign States wie ch alone guar- 
al, C s Liberty; Equality before the | 


ASSOCIATION FOR ECONOMY and TAX EQUALITY 


WMH. MURRAY, "National Director dor (-Aifalla Bill” Ex-Governr of Oklahoma) 


or false promises should resign, be im- 
peached, of be recalled 

If you believe in the foregoing principles: if you be- 
lieve in economy in government: it you believe in making 
the government worth what it costs, sign the coupon be- 
low and send it in. 


IF YOU FAVOR EQUALITY, MAIL THIS BLANK 
ad ~ 


jaw and the rights ot L&al Self-Government. 


meorerten of ony condedare 


Full-page advertisement in last Sunday's Kansas _— 

support for the Association for Economy and Tax 

Wm. H. “Alfalfa Bill Murray, former governor of Oklahoma, is 
national director. Headquarters are at Broken Bow, Oklahoma. 


papers soliciting 
quality, of which 


PLYMOUTH USES 
1,200 PAPERS 
IN NEW DRIVE 


Magazines, Radio, Direct 
Mail Also Tell Story 


Detroit, Mich., Oct. 24—Large- 
space newspaper advertising sched- 
uled for this week-end will sound the 
opening gun in Plymouth Motor Cor- 
poration’s powerful announcement 
campaign for its 1936 models. The 
biggest newspaper advertising cam- 
paign in the company’s history will 
be the spearhead of the attack. 

Twelve hundred newspapers will 
carry the story of the 1936 Plymouth 
to readers in all parts of the country, 
J. B. Wagstaff, director of adver- 
tising, said. 

This widespread newspaper promo- 
tion effort will be supplemented with 
campaigns in general magazines, 
business publications, and farm 
papers, as well as spot radio an- 
nouncements over 60 broadcasting 
stations, plus factory mailings to 
more than 800,000 Plymouth owners. 

The campaign was prepared under 
the direction of the Detroit office of 
J. Stirling Getchell, Inc. 


Semi-Institutional Copy 


Introductory advertising will have 
much the same appearance as the 
semi-institutional copy which Ply- 
mouth has been running for several 
months. Smash photographs are be- 
ing used, balanced by the logotype, 
“Plymouth Builds Great Cars,” at the 


of this sort is scheduled for seven 
weekly publications, ten monthlies, 
and three business magazines. 

“Four Things People Want” will 
be a featured section in every adver- 
tisement of the current series. These 
are listed in introductory advertising 
as follows. 

“1. Economy—aAll evidence indi- 
cates 18 to 23 miles per gallon of 
gas. 2. Safety—Plymouth’s body is 
safety steel...brakes are 100 per 
cent hydraulic. 3. Reliability—Of all 
low-priced cars, Plymouth has most 
long-life features. 4. Comfort—Ply- 
mouth’s floating ride plus 11 new 
comfort improvements.” 

General copy will revolve around 
the 40 new improvements in riding 
qualities and performance claimed 
by Plymouth. These include interior 
enlargement permitting more leg, 
elbow and shoulder room; elimina- 
tion of “the last trace of road 
shock,” with a new steering design; 
a frame 100 percent more rigid; and 
bodies newly reinforced at five 
major points. 


Stress Purchase Plan 


The final paragraph of several of 
the opening advertisements stresses 
the availability of a purchase plan. 
Any Chrysler, Dodge or DeSoto 
dealer, Plymouth says, will be glad 
to explain the official Chrysler Mo- 
tors Commercial Credit Plan. 

Tendency toward streamlining is 
seen in small details on the new 
1936 models. Even the character- 
istic Plymouth sailing ship emblem 
on the radiator crown is enclosed in 
a tear-drop outline. This same 
tear-drop design is carried out in 
hood louvre decoration and head- 
lamp lines. The windshield is larger 
and slopes back at a more acute 
angle, cutting down wind resistance. 

This year’s output includes three 
“business” and seven “de luxe” body 


bottom of each advertisement. Copy 


types, all on 113-inch wheelbase. 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 
‘bound Sth edition of “Reserve Illustrations." 
1000 subjects, covered by model releases, ready to use. 
Catalogue also on approval (U. S. only) if you prefer. 


UNDERWOOD & UNDERWOOD 


NEW YORK 


Over 


CHICAGO DETROIT 
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REFINERY'S. COPY 


WINS ALLEGIANCE | 


OF INDEPENDENTS 


All Pen Motor Oi Drive Em- 
ploys Subtlety 


Buffalo, N. Y., Oct. 24.—An un- 
usual newspaper advertising cam- 
paign for All Pen motor oil has en- 
abled Bradford Oil Refining Com- 
pany, Bradford, Pa., independent re- 
finery, to solve two of its major 
merchandising problems. 

The campaign was designed to en- 
list independent retailers as All Pen 
dealers, and to “sell” the motorist 
on the idea of buying a “super-qual- 
ity” product at independent stations, 

Showings of the campaign at dea- 
ler meetings have been continuous 
since it was launched April 1. At 
the present time, the company is 
able to sign up new dealers at the 
rate of six out of every ten who 
attend dealer meetings, according to 
Moss-Chase Company, Buffalo, which 
has handled Bradford advertising 
since spring. 

The independent oil refinery, like 
the independent in any field where 
there is chain-store competition, it 
is pointed out, is faced with two 
major merchandising problems: 
first, the problem of distribution, of 
getting retail outlets, of signing up 


independent dealers; second, the}- 


problem of selling the product 
through stores or stations that lack 
the luxurious atmosphere of the de 
luxe super-service station. 


An Unusual Organization 


The Bradford Oil Refining Com- 
pany itself is unique. The company, 
although a member of the Pennsyl- 
vania Crude Oil Corporation, is com- 
posed of 133 independent oil pro- 
ducers, each of whom owns its own 
pipe lines and oil leases. The com- 
pany operates exclusively in the 
high quality Bradford crude oil ter- 
ritory. 

Thus the situation presented a 
paradox: a high grade motor oil 
was to be sold through stations ad- 
mittedly inferior in appearance to 
the de luxe super-service station. 
Until April 1, All Pen motor oil ad- 
vertising featured the refinery, the 
refining processes, the refining 
equipment and the product. 

Then the new campaign appeared 
in newspapers in New York and 
Pennsylvania, in New England 
states, and along the Pacific Coast. 
The first advertisement was timed 
to appear on the eve of the oil 
change season, April 1. 

The copy slant throughout the 
campaign is to compare the super- 
quality of 100 per cent Bradford 
crude oil with the quality of the 
rest of Pennsylvania crude oils, to 
compare a product of super-quality 
with a quality product, and at the 
same time to convey subtly that the 
independent station with its super- 
quality product is to the large de 
luxe super-service station as the 
small high-grade specialty shop is 
to the large department store. 


How Idea Is Carried Out 


The idea is carried out with such 
captions as: “Of course I would ra 
ther have diamonds than sapphires 
at the same price,” and “Of course 
I'd prefer tenderloin steak to sir- 
loin at the same price.” 

The advertiser then sets forth that 
the quality of All Pen motor oil is 
comparable to the superior quality 
of diamonds and orchids, tenderloins 
and Havanas, and that “at no extra 
price you can buy All Pen motor oil 
for your car.” 

“Pennsylvania crude oils are 
world-famous,” copy declares. “The 
very finest of these crudes comes 
from Bradford, Pa. All Pen is re- 
fined by the most modern methods 
from 100 per cent Bradford crude. 
And it costs you no more. For im- 
proved motor performance at less 


cost, use All Pen. Independent serv- 
ice stations sell it.” 


Appeal to Women 


In the campaign, the appeal of 
the copy is alternated; one insertion 
s aimed at women, while the next 
insertion is directed to men. This 
technique was used for two reasons, 
it was said: women are more and 
more reading motor oil advertising, 
and are constantly becoming more 
conscious of brands; also, adver- 
tising which makes its appeal to 
women logically allows the use of 
alluring pictures of women, thus at- 
tracting the attention of men. 
Dealer meetings are closely tied 
in with the campaign. Reversing 
the customary dealer-meeting pro- 
cedure, All Pen dealer meetings are 


kept small, informal and intimate; 
they are limited to 25 prospective 
dealers at a meeting. To offset the 
fact that only a small number of 
prospective dealers are contacted at 
each meeting, there are three meet- 
ings each week. 

Instead of finding himself but a 
very small toad in a very large pud- 
dle at a large mass meeting, the 
prospective All Pen dealer person- 
ally meets officials and owners of 
the refinery, the men for whom he 
may go to work. He meets All Pen 
dealers, as well as the men who 
make the product. He is shown the 
campaign copy and its purpose is 
explained to him. 

The campaign was prepared by 
Harold C. Loveless, Bradford gen- 
eral sales manager; J. Jay Fuller. 


vice-president of the Moss-Chase 
Company, and A. O. Harris, Moss- 
Chase account executive. 


Bass-Luckoff Gets Two 


Bass-Luckoff, Inc., Detroit, has been 
appointed for advertising of the Re- 
New Sweeper Company, of that city. 
Direct mail and business papers are 
being used. Regal Brewing Com- 
pany, Detroit, has also appointed 
Bass-Luckoff as advertising counsel, 
effective Nov. 1. 


Bransford, Shober Change 


Horton W. Bransford, Dallas man- 
ager, has been promoted to manager 
of the Cincinnati branch of American 
Type Founders Sales Corporation, 
Elizabeth, N. J., succeeding Frank W. 
Shober, who has been named New 
York manager. 


To Mackay-Spaulding 


Banks & Cleveland, Greenwich, 
Conn., real estate firm, has appointed 
Mackay-Spaulding Company, New 
York, to handle its advertising. 
Eugene W. Spaulding is account ex- 
ecutive. 


Way Joins Magazine 
For the past five years with the 
Campbell Advertising Agency, Ed- 
ward G. Way, Jr., has joined the gen- 
eral advertising staff of Current His- 
tory—Mid-Week Pictorial. 


Resigns Gabriel Account 


The Sweeney & James Company, 
Cleveland, is no longer handling the 
account of the Gabriel Company, 
Cleveland, manufacturer of shock ab- 
sorbers. 


THE 


Year 1933 - - 850,000 
Year 1934 - - 850,000 
6 Mos. 1935- - 850,000 


250 Park Avenue, New York 


SOUTH’ 
More than 900,000 A. B. C. Net Paid 


ROGRESSIVE FARMER’S average 

net paid for the first 6 months of 
1935 was 911,419 or 61,419 in excess of 
its 850,000 rate-basis guarantee. 


Bonus circulation is nothing new for 
Progressive Farmer advertisers as the 
following record shows: 


Excess 

Rate-Basis Average over 
Guarantee Net Paid Guarantee 
880,003 30,003 
894,567 44,567 
911,419 61,419 


And Progressive Farmer advertising 
rates continue to be based on its 850,000 
net paid guarantee. 


61,000 Bonus Circulation 
ecord November Issue 


1935 Linage Up 16% 


HE November Progressive Farmer 
carries more advertising than any 
November issue in Progressive Farmer 


history. 


With a total of 20,881 lines and with 
more all-edition advertising (nearly 
19,000 lines) than in any issue in 15 
years, this issue shows a gain of 36% 
over November 1934, 92% over Novem- 
ber 1933, and 174% gain over the same 


issue of 1932. 


Progressive Farmer’s linage gain of 
more than 16% for the first 11 months . 
of 1935 represents a substantial gain 
over its linage for the entire year 1934. 
And this is on top of a gain of 72%, 


1934 over 1933! 


Progressive farmer 


Gand Southerni Ruralist 


BIRMINGHAM RALEIGH MEMPHIS DALLAS 
Edward S. Townsend Co., San Francisco 
S LEADING FARM-sAND-HOME 


Rate Base—850,000 Guaranteed 


Daily News Bldg. , Chicago 


MAGAZINE 
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ADVERTISING AGE 


October 28, 1935 


383 Consumers Tell of 
ProductsWhich “Failed 


To Meet Expectations’”’ 


282 National Brands Get 406 Mentions in 


Total of 2,517 Interviews 


Editor's Note: This is the first 
of a series analyzing the results of 
an investigation of consumer belief 
in advertising made during the early 
summer of this year by ADVERTISING 
Ace with the assistance of an ad- 
visory committee of eight advertising 
men. The field work, which was 
done in its entirety by Ross-Federal 
Research Corporation, netted 2,517 
completed personal interviews in ten 
cities scattered throughout the coun- 
try. 

The complete questionnaire used 
by Ross-Federal investigators in their 
personal calls on these 2,517 heads 
of families is reproduced elsewhere 
in this issue. The accompanying dis- 
cussion is concerned only with the 
related questions la, 1b and 7. 


Other phases of the questionnaire 
will be discussed in future issues. 
All of the factual data used in 
these analyses has been prepared by 
Ross-Federal Research Corporation, 
but all conclusions drawn and all 
interpretative comments are those of 
the editors of ADVERTISING AGE. 


New York, Oct. 24.—(la) Did you 


buy any products in the past year 
which failed to live up to claims 
made for them 
ers? 
did they fail? 

(7) What products are you 
using in place of those you 
were misrepresented? 


One reason for including this se- 


by the manufactur- 
(1b) What were they and how 


now 
think 


ries of questions in the ApvERTISING 
AGE survey of male and female house- 
hold heads was to obtain data to 
prove or to disprove the charge of 
professional consumers that the pub- 
lic is regularly defrauded by adver- 
tisers. 

Some of the other objectives were 
to reveal the products which the pub- 
lic thinks are misrepresented in ad- 
vertising and the type of advertising 
approved by critical elements, to 
compare the acceptance of advertis- 
ing by sex and income level, and to 
compare the reactions of the most 
critical consumers with those of the 
general public. 


15 Per Cent Find Fault 


The first of these questions (la) 
was answered in the affirmative by 
16.91 per cent of the 1,177 men in- 
terviewed and 13.73 of the 1,340 
women. The percentage for both 
men and women was slightly higher 
in the higher income class, the fig- 
ures being 18.36 for men and 15.49 
for women. 

The percentage, nearly 15, was ap- 
proximately the same for middle 
class and lower middle class men 
and women. The percentage for both 
sexes in all classes was 15.22. 

There were more criticisms of na- 
tional brands, as shown here: 


America’s First Streamlined Truck Puts 
Effective Outdoor Advertising on Wheels 


pte GEE ALLEL ta Nines ita Nast nye, 


THE GREATEST White truck 
IN 35 YEARS! 


@ Here’s new advertising value —style—and 
beauty ... the first streamlined trucks in 
America! They’re ready now —the finest 
trucks that ever bore the White name. 


Aggressive merchants can now capitalize 
their delivery service by modernizing their 
equipment in keeping with the appearance 
of modern store interiors and exteriors. 


The new streamlined White makes it possible 
for every thinking manufacturer or merchant 
who has need for one truck or a fleet to ex- 
ploit his delivery service by rendering it a 
functional and permanent advertisement for 


his business. 


The first completely streamlined trucks in America. Model 


industrial stylist. 


its greatest 


Throughout 
has provided 


engine is the 


illustrated was styled by Alexis de Sakhnoffsky, leading 


All models are available with conventional 


body types for every purpose. 


e 
contribution in years to the 


delivery field. 
The new White is a real quality truck. 


the entire specifications White 
the type of ample truck ability 


that will show the owner lower operating 
costs. Feature after feature is patented and 
exclusive with White—bringing performance 
possible in no other truck. The new White- 
built and White-designed 270 cu.in., 80 H. P. 


most durable, economical truck 


engine built. Four wheel booster operated 
hydraulic brakes; the first automatic air con- 
ditioned cab, 


etc., give operators the greatest 


truck value on the market today. 


For many years White has enjoyed outstand- 


ing leadership in the delivery field. There are 
still today many thousands of veteran Whites 
serving the leading retailers of the country. 
In presenting the new WHITE STREAM- 
LINED TRUCK through its branches and 
dealers in all principal cities, White makes 


THE MOST ECONOMICAL TRUCK ENGINE EVER 
BUILT. The new White-built and White- 
designed 270 cu. in., 80 H. P. engine is the 
mostdurable, economical truck engine built. 
It has a newly designed combustion chamber 
exclusive with White—four port intake 
manifold stellite screwed- 


paten’ 


The WHITE STREAMLINED TRUCK 
offers a supreme opportunity to reap the re- 
ward of the trail blazer. See it in your city. The 
Model 703 is priced at $1240, chassis at factory. 


THE WHITE MOTOR COMPANY « CLEVELAND 
Branches and Dealers in all Principal Cities 


in valve seats—seven bearing counter- 
weighted crankshaft—unusually large high- 
precision steel backed engine bearings 
—positive lubrication under pressure, to all 
moving parts. The efficiency of this power 


ao ee Some. in. mating 


these new 


the outstanding truck values today. 


( Answers to question 1b.) 


included 


Table A 


Classification breakdown of nationally branded prod- 
ucts which failed to live up to vt dene claims. 


2 2 
t = 
“ss 2 
7 Products men- Ss: 
é 3 Number of Mentions tioned 3ormore 3 § 
Classification zm ¥r Total times a 
Antiseptics ....... 5 3 6 9 Pepsodent ....... 3 
Auto Accessories... 7 6 1 7 
Automobiles ....... 8 20 4 24 seer Cee ee 9 
Beverages ......... 21 18 11 29 Chase & Sanborn 
Le ce apechen 5 
NE res en Cae O 6s 1 1 F 1 
0 Eee 1 1 ia 1 
aa 16 ks 23 23 Lady Esther Prod. 6 
Drug Products ..... 20 18 12 30 Se “bh00koeesa0s 4 
Dee (Textile) ..... 1 se 1 1 
Elec. Appliances.... 3 4 7 4 
POGER cscccececeses 44 21 37 48 
Fountain Pens 2 2 1 3 
Eye Glasses ... .. 1 1 “< 1 
POOR Kevacisees 1 es 1 1 
Gasoline ...... ee 4 6 “* 6 
tlassware & wind- 
SE ‘neh canis 2 2 _ 2 
Hair Preparations... % 6 7 13 lg res 1 
Bee PEE ceccercas 1 1 1 
Household Supplies. 11 ) 7 12 
OS ERT 5 3 12 15 oe 9 
Insecticide ......... 4 ee 4 4 
Ce seek eianee OKS-9 4 q ae q 
eer oe 4 2 2 4 
Radio Tubes ....... 2 2 os 2 
Shaving Supplies... 10 20 Pa 20 Gillette Blades... 7 
Shoe Polish ....... 2 2 2 
RS Re ee 1 1 1 
Soap (Toilet) ...... 8 3 10 13 Camay ....cceses 3 
De sss tkeeeceeen 3 
Soaps (Cleaning) .. 12 2 16 18 TU 6 bidiceneen 5 
Sporting Goods .... 2 2 os 2 
EN 3 5. 45-5 4 a 8 1 i 1 1 
EN -¥.0's 4s Sha ERO 1 a 1 1 
ees oe 1 ve 1 1 
0 Re ree 8 10 2 12 Re Ua a eee a 
Tobacco Products... 8 19 4 23 Cmmete .ccccccccs 9 
Lucky Strike .... 5 
Sk. ee 4 
POOMCIRFICOR ccc cs 10 14 8 22 Pepsodent ....... 11 
\ i. Ser eee ee 3 3 3 
Wearing Apparel 
Cee Neca wes sc 23 25 ‘ 25 
(Women's) ...... 15 ‘ 17 17 
Totals .......283 223 183 406 
NOTE: “No brands" 


389 


Replies to Questions (la) and (1b) 
Men Women Total 


Answered Yes ..... 199 184 383 
Mentioned National 

Pe cetaveseew 4 130 274 
Mentional Local 

See ee | 50 40 90 
Did Not State 

Eee re 5 14 19 


Investigators were instructed to se- 
cure aS many examples as possible, 
not exceeding three, from each per- 
30n who claimed to have been mis- 
led by advertising. 

The accompanying tabulation by 
classification (Table A) shows that 
291 persons mentioned 282 different 
national brands a total of 406 times. 
Mentions of 17 “national brands” not 
identified by name are included. 


Few Mentioned Three Times 


Foods, drug products and bever- 
ages, in the order named, were the 
classifications in which most com- 
plaints were made. Only 16 prod- 
ucts were mentioned three or more 


criticised by 11. Camel, Ford and 
Realsilk tied for second place with 
nine mentions each. 

In 182 instances, nearly half, the 
respondents were unable to state spe- 
cifically how the advertising had 
misrepresented the product, saying 
simply that the product was “unsat- 
isfactory,” or that it had “failed to 
live up to claims.” The number of 
instances in which specific claims of 
failure to keep the advertised prom- 
ise were charged were as follows: 


0. A ee ree reer es 95 
po ee ee 64 
Healthfulness ..........000. 38 
iad side ae Caeeneee 28 
CONBIPOCHION occ kcceceeess 19 

224 
"“TIRSRINIAGUNT 6 i060 8558 182 
NE) ose cide win bowtsier dew 406 


Answering Question 7, 77 consum- 
ers said they were continuing to 


times. Pepsodent advertising was (Continued to Page 19, Col. 1) 
Table B 
Condensed tabulation of answers to question 7. 
z 
3 ° 
£ z a %e s 1 
me 2 & e gs 
af on s a $% 
= = 4 
cf 4 S ‘Ss as 
Classification 2 2 Ps 2 2 2 c 
pe Ee eee ee 5 8 0 1 7 
Auto Accessories ....... 6 6 2 2 2 
AMGBIHORTSCR 2. ccccicss 8 23 19 1 3 
CO ae 20 26 3 12 ll 
PPUMCUETIOOR 6 cccesscece 10 22 3 10 9 
PS a bag carscue bse x 21 30 1 4 25 
Elec. Appliances .. .... 3 4 3 1 0 
See er 43 46 3 13 30 
Fountain Pens ....... 2 3 2 1 0 
ER ear ae aoe 4 6 2 2 2 
Hair Preparations ..... S 12 1 1 10 
Sy eee ee oon 5 15 2 6 7 
Household Supplies ... 10 11 2 1 8 
ERMOCCICICORD ..0ccesccecs 4 4 0 1 3 
PSs rks 6 bE eS 48 0% 8 55 4 4 2 1 1 
Shaving Supplies ...... 10 20 4 11 5 
A a 9 14 1 5 8 
Soap (cleaning) ..... 10 16 4 6 6 
Sporting Goods ........ 2 2 1 1 0 
. oS ee ee ee 7 11 3 2 6 
Tobacco Products ...... x 21 8 7 6 
SRE eee 3 3 2 0 1 
Wearing Apparel ...... 35 37 9 7 21 
237 344 77 96 171 
Note: Mentions not stating brand names are omitted. Classifica- 
tions with only one mention are also omitted. 
Thirty-eight of the 96 who switched changed to one of the 
criticized brards. 
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@ If dollars, not what they buy, but dollars them- 


selves were the only measure of value, you 
might call rotogravure expensive, because its 
cost averages some 39% over black and white. 
But if for dollars you substitute the real yardstick of 
advertising value: reader interest—the number 
of readers that a dollar buys for your sales story 
—then there is no value in the Sunday paper 
comparable to space in the Rotogravure Section. 
For as the Kimberly-Clark Gallup Study deter- 
mined—reader interest in rotogravure space 
averages 3% more than reader interest in any 


other space in the Sunday paper. 
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OMEN ... rejoice! Your — be risking a penny .. . sce 
old haunting fear of Money Back Guarantee be- 
“accidents” can now bea thing low.) Take out the printed slip. 


of the past! Read it. Look at the diagrams 

For—in the. .  Labora- 29d compare them with the 
tories — anew type of sanitary 94Pkin itself. Even before you 
napkin has recently been per- test out the new oa 
fected. A napkin that combines in use, youll under- 
three sa/ety features to give stand how and why it brings 


you what every woman has 


longed for —- dependable pro- 
embarrassing “accidents”! tection against . . . 


Complete protection from 


You can actually see and feel 0) striking through 
every one of the three amazing (2) tearing away 

new features. Just do (3) incomplete absorption 
this. Get a box of the new ‘ Wear the new sce, 


(You won’t and you'll ask for it always! 


YOUR MONEY BACK IF YOU’RE NOT CONVINCED! 


If you've been buying another brand of napkin 
just from habit... here's a challenge! We'll re- 
“3 fund your money if you try the new and 
don’t like it! Get a box. Wear enough napkins to 
_«@ make a thorough test. If you aren't completely 
= satisfied, return box and remaining napkins to 

e Corp., 

.We’ll send you every penny you paid, plus postage! 


STAYS SOFI=STAYS SAFE! 
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@ Here’s one of hundreds of cases developed 
during the Gallup Study which offers factual 
proof of rotogravure’s plus value. These two 
ads ran in the same paper on the same Sunday. 
Both had messages to deliver to women. The 
only difference between them was that one ad 
ran in the Magazine Section—the other, in the 
Rotogravure ian Yet according to Gallup's 
investigators, the rotogravure ad stopped 435 


people per dollar of its cost... the magazine 


The only brassiere with the | 
new, corded support tha 
gently moulds the breasts and | 
provides a beautiful contour. — 
No stays under breasts. Sup- | 
port from underneath relieves — 
strain on shoulder straps. At — 
better corset shops and de- — 
partment stores. _ Boe 


Style 3899 


Styles for all 
figures, $1 to 3.50 ‘ 


on Wuat Basis ? 


ad only 147 readers. Why was the rotogravure 
some three times as effective as the magazine 
ad? Illustration and copy appeal don’t hold the 
answer. For the magazine ad is every bit as 
well done, measured by professional stand- 
ards, as the rotogravure ad. The dilleeine lies 
simply in the fact that the Rotogravure Section’s 
higher reader interest rate enables it to pass on 
more readers to the advertising it carries. And just 


as it did it for this advertiser, it will do it for you. 
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You cam do it better with ROTOGRAVURE 


@ In this insert it has been possible to cite only one fact which 


will help you increase the effectiveness of your Sunday adver- 


tising: use the Rotogravure Section! But in the complete report 
of the Kimberly-Clark Gallup Study there are scores of pertinent 


facts which will be of practical assistance to you in planning 


Sunday ads...in helping you choose illustrations, copy themes 
that will interest a wider audience. These facts have been fully 
developed in a book, “Let 4,979,875 Newspaper Readers tell 
you what they read on Sunday.” A request to Kimberly-Clark’s 


advertising office in Chicago will bring your copy to you. 


Established 1872 * Neenah, Wisconsin 


NEW YORK CHICAGO LOS ANGELES 
‘ 122 East 42nd Street 8 South Michigan Avenue 510 West Sixth Street 
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CONSUMERS TELL 
PRODUCTS WHICH 
‘BLASTED’ HOPES 


(Continued from Page 18, Col. 5) 


use the product of which they had 
complained. In 96 cases they had 
switched to other brands, and in 
171 instances they had either dis- 
continued the use of the type of 
product involved in the complaint, 
were uncertain as to brand pre- 
ferred, or refused to state what 
brand they were using. (See Ta- 
ble B.) 


How Switches Were Made 


The analysis of answers to this 
question also disclosed the surpris- 
ing fact that in 38 of the 96 in- 
stances where a switch was report- 
ed the brand to which the change 
was made was one which other con- 
sumers in this group had declared 
untruthfully advertised. 

The small number of brand names 
submitted in answer to this question 
was not sufficient to afford signifi- 
cant data as to preference trends. 
Collectively, the brands most often 
complained of more than held their 
own with competition. For exam. 
ple: 

The advertising of Gillette blades 
was criticized by seven. One con- 
tinued to use this product and three 
others switched to it, making a to- 
tal of four users. The two who 
found fault with Gem advertising 
continued to use this blade. The 
other four blades mentioned as be- 
ing currently used had one patron 
each. 

Thus, Gillette, while suffering a 
net loss of three customers, accord- 
ing to the information submitted, re- 
mained the best seller. 

Palmolive advertising was criti- 
cized by,two women, one of whom 
continued to use this soap. Three 
others switched from various brands 


COMPLETE QUESTIONNAIRE USED IN CONSUMER REACTION STUDY 


1. (a) Did you buy any products during the past year which failed to live up to 9%. 
cle the (Check ) 


ims mde for then by 


(b) 


If "Yes", what were the names of the products and in what respects did 
a 4 


Product Nene of Brand How Long Used 


Ask person interviewed what brands of products mentioned in reply to 
question 5, he or she now uses? 


Brand Previously Used 


(a) Have you ever consciously purchased « product on the strength of an adver- 


they fail 
Product Nene of Brand Respects in Which it Failed 
10, 
tisenent alone? (Check) 
2. hat recent advertising have you particularly liked? 


‘Where Advertising 


Yoo Wo 


(>) If "Yee", what is the product and name of brand? 


Product 


Bene of pron 


Product Name of Brand Migs Seen or Heard Thy Did You Like It 
ee (e) 
the purchase? 
3. What recent advertising have you particularly disliked? 


Yhere Advertising 
Product Name of Brand “Nas Seon or Heard 


1 
2. 
3. 
Mhy Did You-Dislike it : 


If "Yes", what was it in the a@vertisenent which induced you to make 


«+ Claims of quality or performance? 
Price? 


Reputation of manufacturer?! ==: 


+ Convenience of uset 
+ Semple offer? 


Others 


Has al) this recent discussion about unethical and misleading adver- 
tising, during the past two or three years, made you (the consumer) 
have less respect for advertising as a whole? (Check) 


4 Of the following products, which brahd is the most widely advertised? Yes Yo 
Cigarettes Toilet Soap (>) Do you (the consumer) believe that you are paying « premium for widely 
advertised goods, because of the large amount of money spent for adver- 
Toothpaste Cold Renedies tising by the manufacturer of these goods? (Check) 
Yes Wo 
5. Are you influenced in your Lag more | the various “consumer advisory 
bureaus” (such as “Consumer's Research”)? (Check) (c) Do you (the consumer) believe that advertising renders the consumer « 
valuable or helpful service? (Check) 
YES. Wo, Do Not Subsoribe Yes tséite 
6. Did you ever discontinue, or fail to purchase, a product because of 
advice received from any of these bureaus? ar ae ay 
Yoo No Do Not Subsoribe Street sntreng 
7 Ask person interviewed what brands, montioned in reply to question #1, City & State, 
he or she now uses? 
Sex (Check) Male Female 
Product Heme cf Brand =» How Long Used = Brand Previously Used Approximate Age 
Occupation 
Income Clase: A 
6. ‘ek person interviewed what brand of products mentioned in reply to B 
question #2, he or she now uses? 
¢ 
Froduct Name of Brand How Long Used Brand Previously Used 
Tate 
“HOSS REPRESENTATIVE & BRANCH — 


This is a facsimile of the questionnaire used by Ross-Federal representatives in gathering the data reported 


on in the accompanying article. 


to Palmolive, giving this brand a 
net gain of two. 

Camel advertising was criticized 
by nine, but Camel remained the 
most popular cigarette after a net 
loss of two customers. 

The complete study, embracing 
several divisions of inquiry, of 
which the questions under discus- 
sion comprise one, was designed to 
afford a means of comparing con- 
sumer types with the “average con- 
sumer.” . 

Through checks on other questions, 


Copy 


of the year. 


This is the work I like 
to do. It is more inter- 
esting than any game, 
sport, or amusement 
and except as a matter 
of self respect, I don’t 
care very much what I 
am paid for it. 

In a single year, not 
long ago, I (with five 


The booklet 


What Does 


I have consumed two solid days on copy 
for which the fee was $10—and again have 
earned a $500 fee in the same time. 
that, if my fees for service in counsel and 
copy are what my clients can well afford 
to pay, it averages out all right in the course 


“WHAT’S WRONG WITH ADVERTIS- 
ING?” gives a fair idea of what I do and how. 
some other material will be sent on receipt of 6 cents stamps. 


Charles Austin Bates 


18 East 48th Street 


Cost? 


I find 


assistants) made analy- 
ses and plans for 607 
different businesses of 
every conceivable kind. 
230 plans were approved 
and carried through. 
There were nearly 4000 
pieces of copy. I don’t 
want that much busi- 
ness today. 


It and 


New York 


test in advertising as a source of-in- 


which will be presented in detail as 
the report progresses, it was ob- 
served that the “critical type’ does 
not differ greatly from the average 
consumer. 

All but 27 of the 383 who revealed 
a critical attitude in response to 
Question 1, felt no hesitancy in an- 
swering further questions in the 
study which dealt with the kind of 
advertising they liked and disliked, 
thus indicating their current inter- 


formation. 

The critical group 
those who answered “yes” to Ques- 
tion 1) showed more interest in con- 
sumers’ advisory bureaus, 14.62 per 
cent saying they were influenced by 
such bureaus, whereas the percent- 
tage for the entire group surveyed 
was 9.25. 


Advertising Alone Sells Many 


Fewer women and more men of 
the critical type indicated’ they 
would buy on the strength of ad- 
vertising alone, the percentages be- 
ing 31.52 and 70.85, respectively. The 
average percentage of men and wom- 
en in the critical group in the affirm- 
ative on this point was 51.18. The 
percentage for all interviewed was 
59.99. 

About 50 per cent more consum- 
ers in the critical group than in the 
general group said that recent dis- 
cussion of advertising had caused 
them to feel less respect for adver- 
tising. The percentage of the gen- 
eral group making this admission 
was 24,12. 

The belief that advertised goods 
cost more was held by 50.77 per cent 
of the entire group and 58.74 of the 
critical group. 

The difference of opinion as to 
whether advertising renders the con- 
sumer a valuable service was slight, 
the percentage of affirmative answers 
being 88.8 in the general group and 
85.11 in the other. 

Probably, the conclusion which 
could be most easily supported with 
the foregoing data is that the pro- 
fessional consumer would find it dif- 
ficult, if not impossible, to substan- 
tiate charges against the integrity 
of: national advertising by cross-ex- 
amining bona fide consumers. 


Exhibits Uncertainty 


Even the small group who fol- 
lowed through the questions dis- 
cussed here (la, 1b, and 7) consist- 
ently exhibited the greatest uncer- 
tainty as to just how the advertis- 
ing under accusation had been found 
misleading. 


(comprising | 


ity between complaint and claims 
actually used by the advertiser sug- 
zests that consumers tend to read 
into advertising an assurance of bet- 
ter value and the promise of features 
desired, especially where copy is not 
explicitly descriptive. 

Of more interest to advertisers is 
the fact that, if this data may be 
accepted literally, about 15 per cent 
of mass consumers are disposed to 
speak critically, if loosely, of na- 


this attitude is expressed in connec- 
tion with a great many brands that 
are widely advertised. 


Draw Own Conclusions 


Here it should be observed, how- 
ever, that the latter class of adver- 
tisers might not have been wholly 
excluded from mention if rural con- 
sumers were represented in the 
study. 

It appears the results from the 
specific questions discussed here will 
be of little value in indicating how 
copy standards can be raised and 
believability in advertising thus in- 
creased. 

Apparently, consumers cannot tell 
just how certain advertisements are 
misleading, basing objections on im- 
plications discovered with the aid 
ot their own individual mental pro- 
cesses. The study of examples they 
point out is not illuminating because 
the same copy is too frequently ap- 
proved by the critical element itself, 
and, in addition, meets with tre- 
mendous acceptance, or tolerance, 
generally. 


Wildrick, Miller 
Start New Agency 


Stanley B. Wildrick and George L. 
Miller, recently resigned from Mark 
O’Dea & Co., have formed a new ad- 
vertising agency, Wildrick & Miller, 
Inc., New York, with headquarters 
in the International Bldg., Rockefel- 
ler Center. 

Mr. Miller, president, previously 
was with J. Walter Thompson Com- 
pany, Newell-Emmett Company, and 
Lord & Thomas. Mr. Wildrick, vice- 
president and treasurer, was an ex- 
ecutive of the former Conklin Mann 
agency. 


Deans Joins Penney 


W. H. Deans, for several years ad- 
vertising and display manager of a 
Shreveport, La., department store, 
has joined the J. C. Penney Company, 
at Jackson, Miss., in the same capac- 
ity. 


Sherwood to B. B. D. & O. 


Holland M. Sherwood has joined 
the copy staff of the Buffalo office 


tional and local advertising and that 
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Batten, Barton, Durstine & Osbor1 4 
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Tune in 
your 


7, / / Ont 
at our( ) \ifice 


Credit, Inc. “Our business has shown a steady increase every week 
since inception of the program. As a matter of fact, 11,136 have called 
at our office for tickets,” says A. R. Mathes. KEX is licking sales 
problems for many advertisers—at the minimum cost. It is operated 
by The Oregonian, Portland’s preferred newspaper. 


| - 


for tickets 
to Homicide Squad 
programs” 


says A. R. MATHES, Manager 
Community Credit, Inc. 


S a courtesy to the thousands 
who listen to Homicide Squad 
each week over KEX, studio tick- 
ets were offered to those who 
called at the offices of Community 


KEX 


_ o- 
“2 


Oregon’s most powerful radio station—affiliated with NBC 
Operated by Oregonian Publishing Company 


The fact there was rarely similar- 


i ‘ Ae Sa pa Rees, ree eee Wadley ‘aye ps, Ey 
= ‘ ‘ 

- ee Ne 
| a ee | | Bee Nargme « 
ag a eR SN NA A tN A A RR A ARR A A RE SR A SE RE : 
he ~ a a ! pee 

| 79 
z : 
¥ a : 
: — ‘ 
- . 
| — 
ae s 
a | > 
— eg 
Aas 7 iS 
aes q Ts] ts 
<a bate: q ee —_— -— -———_ —_—_—-----—- ——— ——_——-_--—- — ------ --— el aie 
pe ee 
ees 
4 ee 
| Fe caret 
ees ar sh 
4 
‘ » ae 
i a et peat 
Hen i os oe 
a es Geet 
Ps eas eaticig ns 
‘en age at eee aie 
i Meera ry, 
a } ee asi a 
oy ge ion 
2 oft a ay, 
ee Re Aig rie tes 
eink tween 
sale 
oS Cie 
ae PROG? sani 
en = pT 2 
SS : — —— ————————— ‘ 
= ae. | | PO 
te Get f 
i en oe 
Beatie ae kee 
een ; “oe eee 
' ’ eee eee 
{ : cara ei 
va a} c 
SR ak : renal ; 
ties Tees: 
=e 4 ee. 
ne, tae QUEt tltte ee 
ie ee a 
ee iy erate 
ee Pee 
ee -. 3 ery 2 
tay ae t ps eects 
Doda ; 7 | | OR a eee 
Westen J i = ate e 
Scie es | ee | — oy ee 
oe } ep 
he } np Se a ae 
Care: » SSS EEE ee 
sey —— ee ——————— ie IS, fs 
Bes cay NM Eero gs ape ae 
OF . | oe ig 
aes _ | st 
ae Ms fee ee 
on | fo ana Vag 
be nee 
=; | ie, naa 3 
ae a ee 
2 Pay ans 
. { : 2 
i | b ee 
Wee ly Peat 
ae : | { ee 
a 
aa ‘ 
an 
¥ a 
; a : 
mia! Ss 
os aa { tl 
FP y > ees | 
tt Sg BS 
}) “a 
— oo | * 
ee : | 
5 ae * — 
re ~ Za ee 
ace So SESS } 
x x SARS ; 
ba SS SS é = 
: ae i 
rn * ad x ‘ aa = a ee oa 7 7 % <i sae Veg Ags haere tae =" = rt ip vse mete a Sos tae wa L 7 : ¥ 7 —_ 
ey ONE ee ae ie aS k nas nage aes SOL ae ee igs te ly = ga RC Rec eee rh A rte ioe Wa Rot 2 See ini Siete A See ia be aia a Soe ON ek i ay Cae Ty 
See cA Rr RE sche ee goat I cg Peng pa a ene RE ARNG 4c Peg et eae ed ell, cna as RMR | 2” SURO slammer eA. SAS ARE gh Oe de gm re pS leah SYN ta Ce “a inte co eRe orc Siete ee 4 
ee oe, aie A oe Se ae © ROR ieG 8 NS AOR een TE Ney he Seen nee GS a Oe wld BR aac nick oC ne Bee rit RUN eat: bs, aS en a es Si re (Se, YL aya ee inate ees (2 VER Se ge aE We Cairne Me Ra Sr, Gal gee wees a theyre rae 
seid Sy hae ose iota Oe REIN ae, se heey a a Roel eat, ae a ee meee eat, ge SENT Meee Are SR iG eae Rene hus, So nh Dea pape Ser ome: PNG Gee, oy ae Fe Se ae lS Oe ea ma Meet CARRS eat et Serene egy aati pat ee ae hy" eh OP, tot eee ae ce ee ee, Ce ee = 
sect ae Pc m age aete, pier eee aac ie a E awe Dahan en een ee Sa et Se ees Pay heirro = eRe ae ieee ae pe eg ae be ees OF a By Aes te Ease Seo one we ee oS eye pee Otae a a Wee ete pai Pier 


20 


ADVERTISING AGE 


October 28, 1935 


The Week's 


New Programs 


New radio programs, changes in 
types of programs, and renewals of 
programs sponsored by national ad- 
vertisers which take effect this week 
are presented in this column, so that 
interested readers may keep abreast 
of new developments in radio adver- 
tising. 


Oct. 28 
American Rolling Mill Company, 
for sheet steel. New. “Armco Iron 
Master Program.” Monday, 10:30 
to 11 p. m., EST, over NBC Blue 
network. Originates at WLW, Cin- 


cinnati. Agency, Gardner-Greist 
Company, Chicago. 
Oct. 29 


American Can Company, for beer 
cans. New. “Ben Bernie.” Tues- 
day, 9 to 9:30 p. m., over NBC Blue 
network. Originates at Chicago. 
Agency, Fuller & Smith & Ross, New 
York. 

vvy 

Emerson Drug Company, for Bro- 
mo Seltzer. Renewal and change of 
network. “Bromo Seltzer Presents 


N T G and His Girls.” Tuesday 9 
to 9:30 p. m., over 37 stations of 
NBC Red network. Originates at 
WEAF, New York. Agency, J. Wal- 
ter Thompson Company, New York 


Oct. 30 
Coca-Cola Company. New. “Ray 
Noble’s Orchestra.” Wednesday, 


9:30 to 10 p. m., EST, over 85 CBS 
stations, on basic, Florida, Pacific 
and supplementary networks. Orig- 
inates at WABC, New York. Agency, 
D’Arcy Advertising Company, Inc., 
St. Louis, Mo. 


. + 2 


The George W. Luft Company, for 
Tangee lipstick. New. “Jimmy Fid- 
ler and His Hollywood Gossip.” 
Wednesday, 10:30 to 10:45 p. m.,, 
EST, over NBC Blue _ network. 
Originates at NBC Hollywood 
studios. Agency, Cecil, Warwick & 
Cecil, Inc., New York. 


Name Griswold-Eshleman 
for Entire Tool Line 


American Fork & Hoe Company, 
Cleveland, maker of farm and garden 
tools, shovels, axes and other edged 
tools, and sporting goods, has ap- 
pointed Griswold-Eshleman Company, 
Cleveland, for its entire line of True 
Temper products. The agency for- 
merly handled only advertising of 
the sporting goods division. 


Bertha Goudy, Wife of 
Type Designer, Dies 

Mrs, Bertha M. Goudy, known as 
America’s greatest woman printer, 
and wife of Frederick W. Goudy, 
famed type designer, died at Marl- 
borough-on-Hudson Oct. 21, following 
a heart attack. 

Mrs. Goudy helped her husband set 
up his first shop at Park Ridge, IIIL., 
more than 30 years ago. While he 
was becoming known as a designer 
of new type faces, she achieved a rep- 
utation for the perfection of her 
work in composing and setting type. 
Mrs. Goudy was the sole compositor 
and typesetter of books issued by the 
Village Press, owned and operated by 
her husband. 


Joins Business Census 


Vergil D. Reed, counsellor in mar- 
keting, and associate professor of 
marketing at Boston University, has 
been appointed chief of the wholesale 
and retail trade divisions of the 
Census of Business, 1935, to be con- 
ducted from the Bureau of Census 
offices recently opened at 2401 Chest- 
nut St., Philadelphia. 


Advance Expands 


Advance Independent Electrotype 
Company, Inc., Indianapolis, has es- 
tablished a branch foundry at 220 E. 
Sycamore St., Elkhart, Ind. Other 
foundries operated by the company 
are located in New York, Detroit, 
Chicago and San Francisco. 


"Yue had am ideo, Mn. F&S!” 


O NE of the finest things about our 
relationship with our agency and 
advertiser friends is the constant 


exchange of ideas which keep the sales- 


machine humming. 


Coming in contact, as we do, with almost 
every successful (and unsuccessful) 


radio campaign in America, we are in a 
rather unique position of helpfulness— 
both creative and critical. 


If you have not yet sampled this phase of 
“F & S service”, we hope you'll do so, 


soon. All it takes is an invitation. May 
we be invited into your confidence? 


FREE & SLEININGER, INC.’ 


Radio Station Representatives 


NEW YORK 


CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 

110 East 42nd St. 180 N. Michigan New Center Building Russ Building C. of C. Bldg. 

Lexington 2-8660 Franklin 6373 Trinity 2-8444 Sutter 5415 Richmond 6184 
WHO... (NBC). Des Moines KFAB_. (CBS) Lincoln-Omaha KSD . (NBC). . . St. Louis 
WGR-WKBW (CBS) Buffalo WAVE .. (NBC). . Levisville KFWB ..... Los Angeles 
WIND-Gary WJJD-Chicago WTCN Minneapolis-St. Paul KOIN :  - Portland 
WHK ... (CBS) . . Cleveland KOIL ... (NBC). . . Omaha KOL . (CBS) . . . . Seattle 
KMBC .. (CBS) . Kansas City KVI . (CBS) . . . Tacoma 


* 


TRACTOR BUSINESS IS FINE, THANK YOU 


You ought to orler 


The mteitfonvese Da 


tractors of today. . 
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Bleed page in the current issues of farm 
warns readers to get their orders for M 


If You'll Need a Tractor i in 1936 


iil 


roth canal + five pole af pining, 


Oh. of the big surprises of 1955 was the cremendows demand that de 
veloped for new farm tractors. As carly as Janmury the flood of orders 
had reached a peak far greater than we could fill, Production went oa 
at top speed, bur it takes time to build the finely coordinated quality 


ers never. did get the eractors they were determined two have for their 
heavy work ie 1935. 

Now what is ahead? The same story, magwified, unless the farmers 
remember that “a stich in time sqves nine.” 
every farmer who wanted « craceor last spring fe will be sccking relief 
in (ractor power wext spring. 

This és the tine to be forehanded aod vo insure a wew yeat of modern 
farming. Consult the McCormick-Deering dealer, take jour time, select the 


| 
| 


a Bolte ay 


. As the final result, thousands of forward-looking farm- 


Indications are that for 


Farmall or other McCormick - Deering 
wheel or crawler tractoe just tight for 
your needs, use its many-sided power 
this winter, modernize your cquipment, 
and be realy co go in the spring. 


Ivrexnarionat Hanvesten Company 


606 fo. sichiges ave, OF AmEMEA Cems Mines 


ublications, which actualy 
ormick-Deering tractors in 


now if they want to be sure of having them delivered next year. 
Thousands of farmers were disappointed this year, it is asserted. 


SUN- MAID GIRL 
COMES TO LIFE 
IN RAISIN COPY 


San Francisco, Cal., Oct. 24.—The 
Sun-Maid trade character, the smil- 
ing girl long featured on the Sun- 
Maid raisin package, has been 
brought to life in the fall advertising 
campaign of the Sun-Maid Raisin 
Grocers Association. 

Better Homes and Gardens, Delin- 
eator, Farmer’s Wife, Good House- 
keeping, Ladies’ Home Journal, True 
Story, and Woman’s Home Compan- 
ion are being utilized for the cam- 
paign. Some additions may be made 
to the list. Business publications are 
also being used. 

“Don’t just say raisins when you 
buy,” the Sun-Maid girl tells the 
housewife shown in the magazine 
copy, while the housewife replies, “I 
never do . . . I always ask for ‘Sun- 
Maid,’ because I want the best!”’ The 
housewife is posed near the raisin 
package, from which the Sun-Maid 
girl appears to be speaking. 

Other advertisements present sim- 
ilar “conversations,” such as “Men 
love me I’m the Sun-Maid 
Girl,” and the comment, “Don’t I 
know it! My husband is simply wild 
about your raisin pie.” 

The health appeal is injected into 
the campaign with two youngsters 
asking, “You’re the Sun-Maid Girl 
and your raisins are good for us, 
aren’t they?,” and the answer, “Yes 

. especially between meals, to 
build up your energy for play.” 


Straight promotion of raisins, as 
such, has been abandoned in the cam- 
paign, indicative of accrued success 
in this direction in past campaigns. 
Almost all of the advertising effort is 
now devoted to promoting the Sun- 
Maid brand. 

Practically the entire layout is de- 
voted to the package, which has been 
redesigned, and to the articulated 
characters. Not more than a dozen 
lines of text are devoted to the cus- 
tomary selling of raisins. A recipe 
book is offered. 

In spite of complications encoun- 
tered with the Agricultural Adjust- 
ment Administration marketing 
agreement, the Sun-Maid Raisin 
Growers Association continues to sell 
more raisins than any other packer. 

The campaign is handled by the 
San Francisco office of Lord & 
Thomas. 


Thain Nominated 


for Re-election 


Richard J. Thain, advertising man- 
ager of Carson, Pirie, Scott & Co., 
Wholesale, has been nominated for 
re-election as president of the Chi- 
cago Federated Advertising Club. 

Other nominations were: first vice- 
president, Burr L. Robbins, vice- 
president of General Outdoor Adver- 
tising Company; second vice-presi- 
dent, Margaret Chase, Kier Letter 
Company; third vice-president, John 
H. Sweet, Traffic World; secretary, 
Chester L. Price, advertising mana- 
ger, City National Bank and Trust 
Company; treasurer, John D. Ames, 
publisher, Chicago Journal of Com- 
merce, 


B. A. Chalfant Dies 


Bertram A. Chalfant, for the past 
23 years business manager of Souwth- 
ern Agriculturist, died at Nashville, 
Tenn., Oct. 16. 


(Advertisement) 


Air Travel Copy Produces Sales 
From Daily Business Newspaper 


What do business executives read? 
When do they read? The District 
Traffic Agent of a Coast to Coast Air 
Line had results to prove that he 
knew the answers. Said he, writing 
to the Chicago Journal of Commerce: 
“On Friday, September 20, 1935, 
our schedule with your paper 
called for regular copy. 
“We decided at the last minute 
to localize the copy for the Louis- 
Baer fight. 


‘“‘While we have worked this ma- 
jor sports event by solicitation and 
have bulletinized our agents and 
traffic managers, the telephones 
really started to ring after your 
paper carrying our ad appeared. 
Definite results were obtained.” 

In the Central West business men 
read the Chicago Journal of Com- 
merce, the daily business and finan- 
cial newspaper of their territory. 
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NEW DOUGHNUT, 
COFFEE, SOUP 
PALACE. OPENS 


Success Crowns Sampling 
Work for National Brands 


New York, Oct. 24.—Opening of a 
new unit this month in the chain of 
Mayflower Doughnut Exhibits sym- 
bolizes success for one of the most 
unusual and sustained promotions 
ever undertaken by a group of na- 
tional advertisers. 

The new exhibit will be at Roches- 
ter, N. Y., and it will feature the 
three national brands of food han- 
dled in the others, that is, May- 
flower doughtnuts, Maxwell House 
coffee and Campbell’s soups. Camp- 
bell’s soup has only recently been 
added to the samples sold in these 
establishments. 

Like other units in the chain, the 
Rochester store, which is the 13th in 
the group, was erected after many 
consultations with foremost author- 
ities on shop planning. 

Owned by the Mayflower Dough- 
nut Corporation, New York, the 
group of permanent exhibits oper- 
ates in some of the most important 
cities of the country. Because of 
their peculiar character and pur- 
pose, that of building prestige for 
the three food products featured, 
and publicizing them to the people 
of the country, only one Mayflower 
Shop is situated in each of 13 cities. 

The cities were selected as thriv- 
ing marketing centers, providing 
auspicious backgrounds for the ex- 
hibits. In most cases corner loca- 
tions are used because of increased 
window value. Each shop is de- 
signed to take advantage of the lo- 
cation by use of oval windows, at- 
tention compelling because of their 
unusual shape, and use of distinc- 
tive brickwork. 


Extra Rental Pays 


According to executives of the or- 
ganization, rentals of these sites are 
higher than for ordinary locations, 
but “rent, in proportion to the value 
received, is really one of the cheap- 
est items.” 

“The extra rental,” they say, “is 
amply repaid by increased trade, so 
that when it comes to the actual 
balancing of the books, the per- 
centage of rental cost is no higher 
than that on a smaller, less im- 
portant location. Then there is the 
added benefit of the cumulative 
effect of present and future busi- 
ness.” ' 

The New York exhibit, opened at 
Broadway and 45th St., in the center 
of the Times Square district, ex- 
ploited Mayflower doughnuts and 
Maxwell House coffee. It was estab- 
lished in 1931, and quickly proved 
the soundness of the promotion idea 
behind it. 

It involved sampling on a grand 
scale, and in a way never before 
attempted. Coffee was the ideal 
running mate for doughnuts. The 
distinguished settings of the super- 
sampling shops soon entrenched 
them as part of the regular eating 
habits of thousands of people. Open- 
ing of similar exhibits in other cities 
followed rapidly. 

After some time, it was realized 
that lunching habits were under- 
going change. Heavy luncheons 
were becoming the exception. It 
was decided that the ideal luncheon 
should contain something warm, 
filling and light enough to permit 
the average office worker to perform 
his duties efficiently and easily. 


Campbell’s Soups Featured 


Campbell’s soups were selected as 
the third national brand to be fea- 
tured. A test was run during the 
summer of 1934 in Philadelphia. The 
success was immediate and now 
Campbell’s soups are served in all 
the shops. 

In every shop, prices of various 
food combinations are higher than in 
neighboring restaurants and food 


establishments. It is not uncommon 
to find another store nearby selling 
coffee and doughnuts for from five to 
ten cents less. The higher prices in 
the exhibits have a value; they re- 
move the shops from direct competi- 
tion with other food stores and place 
them at their proper level as sam- 
pling exhibits rather than commer- 
cial eating places. 

The merchandising technique con- 
sists, first of all, of placing an auto- 
matic doughnut making machine in 
one of the windows. The model used 
is the largest made by the Doughnut 
Corporation of America, of which the 
Mayflower Doughnut Corporation is 
an affiliate. Turning out 2,000 round 
brown rings an hour, its influence on 
passers-by is magnetic. Signs out- 
side play up the three brands. 

When it comes to coffee, the ex- 


hibits use a type of merchandising 
uncommon in the restaurant field. 
The merchandising is based on the 
fact that coffee is the last thing 
served during meals, and its taste is 
what is carried away from the res- 
taurant. 

The coffee is served in two ways, 
hot or cold. Extras are added to the 
menu, such as coffee milk shake, 
Captain Henry malted milk and sim- 
ilar drinks. The coffee supply is not 
kept more than two hours. If any 
remains after this time, it is disposed 
of. Perfex urns only are used. 


Repeat Business Not Sought 


Two kinds of Campbell soups are 
featured daily. One is the soup cur- 
rently the headliner in Campbell’s 
national advertising. The other is a 
daily special. An interesting devel- 


opment is the fact that one-third of 
the luncheons served include soup. 

Everything is handled in a way to 
impress customers favorably. At- 
tractive signs announce the daily 
specials and the companies’ policies. 
Strange as it seems, they do not try, 
necessarily, to draw repeat business 
to the exhibits, but even go so far as 
to invite their customers to eat else- 
where, as in such signs as “Eat out 
for a change. Patronize your local 
restaurant.” 

Dishes, of course, feature the brand 
names. Soon after one starts to en- 
joy a bowl of soup, he discerns a 
shadow in the bottom of the dish, 
which gradually resolves itself into 
the Campbell name. Employes are 
unusually solicitous in politely in- 
quiring about one’s enjoyment of the 
doughnuts, soup, coffee. 


Adclub and BBB Join in 
Business Practice Study 


With the ultimate aim of elevating 
standards in advertising and selling, 
the Pittsburgh Advertising Club and 
the Better Business Bureau have un- 
dertaken a joint survey of business 
practices in the greater Pittsburgh 
area. 

The survey will be conducted by the 
vigilante committee of the club to- 
gether with the staff of the Better 
Business Bureau, with the purpose of 
weeding out unfair practices and 
strengthening the industries which 
adhere to ethical practices. 


T. N. Stilwell Dies 


Thomas N. Stilwell, 71, former 
publisher of the Fort Lauderdale, 
Fla., Daily News, died at Fort Lau- 
— Oct. 18, following a heart at- 
tack. 


BILLOWING 


CLOUDS... 


Tue soap which women use for beauty and utility in states like 
Florida, Alabama and Louisiana is a subject of interest to any soap 
manufacturer, but, just as a reminder, there is another group, in 
New York, which raises as much lather as all of these huge sections 


put together. 


They are found in more than 600,000 substantial homes where the 
New York EVENING JOURNAL is invariably the preferred evening 
paper, and always has been. Year after year, manufacturers prove 
the responsiveness of this vast potential of Volume Sales; this most 
important wedge in America’s greatest metropolitan market. 


RST INTERNATIONAL 


DVERTISING SE 


RODNEY E. BOONE. GENERAL MANAGER. 
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ADVERTISING AGE 


October 28, 1935 


FAA DISCLOSES 
CHANGES IN OLD 
AD REGULATIONS 


Washington, D.C., Oct. 24.—General 
provisions of the proposed new fed- 
eral regulations governing the adver- 
tising of distilled spirits, which will 
be the subject of a hearing in the 
Department of Justice building here 
Oct. 31, were revealed this week. 


Important items which must be in- 
cluded in any advertisement, includ- 
ing any type of printed matter, radio 
broadcast, sign or outdoor advertise 
ment, include the name and address 
of the permitee responsible for its 
publication, or his basic permit num- 
ber, and a conspicuous statement of 
the class to which the product be- 
longs. These items must appear in 
“conspicuous and readily legible” 
type. 

Specifically barred from advertising 
are statements that create a mislead- 
ing impression, or disparage competi- 
tors’ products; designs and devices 
that are indecent or obscene; the use 
of the words “guaranteed,” ‘“war- 


ranted,” “certified,” etc., except that 
the following statement, duly signed, 
may be used: “We will refund to the 
purchaser the purchase price if the 
purchaser is in any manner dissatis- 
fied with the contents of this bottle.” 


Other Regulations 


Statements relating to analyses 
must not claim chemical, scientific 
or technical standards with respect 
to ingredients, flavoring, etc., and 
“bond,” “bottled in bond” or similar 
expressions may not be used unless 
the entire contents of the bottle are 
actually so bottled. 


“Pure” may not be used unless it 
is a part of the bona fide name of the 
advertiser, and the use of designs 
tending to suggest age are ruled out, 
while claims of curative and thera- 
peutic effects are frowned upon. 

The regulations also provide that 
the place of origin of the product 
must be the place where it is manu- 
factured. They set up rules designed 
to prevent confusion of brands, and 
also regulate and generally prohibit 
the use of statements, seals, flags, 
coats of arms, crests and other 
graphic material of this type. 

Media owners are specifically ex- 
empted from any liability under the 
regulations, and any outdoor adver- 
tising in place on June 18, 1935 is 
also exempted. Replacement of such 


advertising will be governed by the 
new regulations, however. 


Slattery Lists 
LAA Committee 


D. Bobb Slattery of the Penn Mu- 
tual Life Insurance Company, Phila- 
delphia, and president of the Life 
Advertisers Association, has ap- 
pointed a membership committee 
headed by John W. Murphy, super- 
visor of the ordinary agency depart- 
ment of the Life Insurance Company 
of Virginia. 

Others elected for the new fiscal 
year, each to carry on the member- 
ship work in one section of the coun- 
try, are E. Morton, advertising man- 
ager, North American Life of Toron- 
to; C. Sumner Davis, publications 
editor, Provident Mutual Life Insur- 
ance Company, Philadelphia; Chlo 
Peterson, publicity director, Business 
Men’s Assurance Company, Kansas 
City; Thomas J. Hammer, advertis- 
ing manager, Protective Life of Bir- 
mingham, and C. I. D. Moore, vice- 
president, Pacific Mutual Life Insur- 
ance Company of California, Los 
Angeles. 


Donaldson Joins Nashua 


John C. Donaldson, formerly as- 
sistant treasurer in charge of sales 
at the New York office of Hamilton 
Woolen Company, Southbridge, Mass., 
has joined the Nashua Mfg. Company, 
Boston, with headquarters in New 
York. 


NEW YORK—Martin L. Marsh, 60 E. 42nd St. 


in Savings 


HE above are recent newspaper headlines. 
haven't seen the banks’ records, of course, but those 
34,833 new accounts look exactly like Times-Star readers 
to us. In fact, the Times-Star’s city and suburban cir- 
culation (the largest in Cincinnati) has been increasing 
at just about the same rate as these new savings accounts. 


You can reach these people with the twenty million 
additional dollars to spend through the Times-Star—at 
the lowest milline rate of any Cincinnati newspaper. 


CINCINNAT] <eeng Ages TIMES- STAR 


HULBERT TAFT, President and Editor-in-Chief 


Cincinnati Banks 
Show Gain of Nearly 
$20,000,000.00 


CHICAGO—Kellogg M. Patterson, 333 N. Michigan 


We 


GIVE RECIPE BOOK 


—¢ 


startwith 
Your Copy / 


Tasaz will be delivered this 
week to the bomes in 
by Western Union messenger a fas 


ways to use Eatmor 

attractively illustrated in phote- 

sraphic color. ye” 

If you should not receive « 
outmde 


copy, or if you live 
of the city, please send « 
postal to 


90 West Broadway (Dept. CC) 
New York City 
and 4 copy will be mailed to you 
without expense. 


Eatmor 


Cranberries 


QUALITY GCRADED AND TRADE andes 


Columbus, O., housewives, as this 
copy indicates, are now poring 
over a new cranberry recipe book, 
distributed by messenger boys for 
American Cranberry Exchange. 


NAME SPEAKERS 
FOR NOVEMBER 
OUTDOOR MEET 


New York, Oct. 24.—Nationally- 
known advertising executives will 
appear on the program of the 45th 
annual meeting of the Outdoor Ad- 
vertising Association of America, 
Inc., to be held at the Roosevelt 
Hotel in New Orleans Nov. 19-20. 


Among the speakers will be Tur- 
ner Jones, vice-president, Coca-Cola 
Company, Wilmington, Del.; Robert 
H. Crooker, vice-president, Camp- 
bell-Ewald Company, Detroit; Joe M. 
Dawson, vice-president, Tracy-Locke- 
Dawson, Inc., Dallas, Tex.; and Clif- 
ford L. Fitzgerald, president, Fitz- 
gerald Advertising Agency, New Or- 
leans. 

The national sales session will be 
presided over by K. H. Fulton, presi- 
dent of Outdoor Advertising Incor- 
porated, New York. 

Local sales will be discussed by 
well known plant operators includ- 
ing O. V. Ober, vice-president, 
United Advertising Corporation, New 
Haven; Howard Willoughby, direc- 
tor of sales, Foster & Kleiser Com- 
pany, San Francisco; H. R. John- 
ston, Hen. Johnston, Inc., Reading, 
Pa.; W. D. Billingsley, John P. Baird 
Organization, Little Rock, Ark.; 
Maurice Ettman, Tri-Cities Poster 
Advertising Company, Sheffield, Ala.; 
J. L. Hanna, General Outdoor Ad- 
vertising Company, Inc., Youngstown, 
O.: Granville S. Standish, Standish- 
Barnes Company, Providence, R. I.; 
L. W. Trester, General Outdoor Ad- 
vertising Company, Inc., Omaha, 
Neb.; J. R. Ozier, General Outdoor 
Advertising Company, Inc., Nash- 
ville, Tenn.; and Geo. Ripley, Gen- 
eral Outdoor Advertising Company, 
Inc., Atlanta. 

Service guarantees to advertisers, 
extension of the traffic audit pro- 
cedure and a projection of the 1936 
aims and objectives of the associa- 
tion will be subjects for deliberation 
at the convention. 


FHA TELLS HOW 
HOUSING MARKET 
IS DETERMINED 


Washington, D. C., Oct. 24-—A 
detailed analysis of the market for 
housing in the United States has 
been prepared by the Federal Hous- 
ing Administration for its own guid- 
ance in setting quotas in its pro- 
gram of stimulating the building and 
allied industries. This analysis has 
also been made available in a lim- 
ited degree to certain trade organ- 
izations which are most directly in- 
terested in the housing program. 

With the aid of this analysis, the 
Housing Administration has been 
able to measure its progress in all 
areas on a national basis, and has 
been able to set quotas for regional, 
state and metropolitan areas in the 
country in connection with the mod- 
ernization feature of its general pro- 
gram. 

Among the questions which the 
alert marketer of housing asks, 
and which are covered in the 
analysis, are the following, the FHA 
points out: 1. What is the dis- 
tribution of the market for my par- 
ticular product or service?; 2. How 
much will each market in the area 
in which I operate consume?; 3. 
Where will promotional efforts re- 
sult in maximum profit?; and 4. 
What should be my quota in each 
market? 

Thirty-eight and one-half per 
cent of the potential market is con- 
centrated in five states, the FHA 
says. Fifty-two per cent of the na- 
tional market is concentrated in 96 
metropolitan districts of more than 
100,000 population—46 per cent of 
the total population. 


Sellers Can Use Idea 


Five basic factors were used to 
determine the size and location of 
this national housing market. They 
are: population factors; number of 
dwellings in a community; type, 
value and tenure of dwellings; pur- 
chasing power; and number of re- 
tail outlets. 

“The method used by the Hous- 
ing Administration in establishing 
its quotas for its various offices 
throughout the country can be ap- 
plied directly to the quota problem 
of any private organization which is 
interested in co-operating with the 
program of the FHA to increase the 
activities of the building and allied 
industries, and as such has been 
used by many national distributors 
already,” the FHA says. 


Cook Named Scripps 


Promotion Editor 


Max B. Cook, formerly promotion 
editor of the Cleveland Press, has 
been made promotion editor of 
Scripps-Howard Newspapers, a newly- 
created position, following the recent 
resignation of Harry A. Casey as pro- 
motion manager to join the Hearst 
newspapers. 


To Schweinler Press | 


Lester R. Fountain, formerly with 
the Barr-Erhardt Préss, Inc., and 
Architectural Forum, has joined the 
Charles Schweinler Press, New York, 
as manager of commercial sales. 


Names Hanff-Metzger 


Hanff-Metzger, Inc., New York, has 
been named advertising agency of 
David D. Doniger & Co., creators of 
McGregor sportswear, New York. 


According to the 
spending 


scriptions is one of 
tributed Catholic m 


A MARKET OF 22,000,000 


erica represent over twenty million buyers with an annual 
wer of twelve billion dollars. 
St. Anthony Messenger with over 140,000 full paid sub- 


terest is proven thousands of times each month. 
Do not neglect this market longer. Order space in 
ST. ANTHONY MESSENGER 
The Popular Catholic Monthly 
1615 Republic St., Cincinnati, Ohio 


The ''Messenger'' will deliver your message. 


most reliable statistics the Catholics of 


the most popular and most widely dis- 
agazines in the country. Its reader in- 


© : t 
a a ee PE 
:. S Hemmer NS oe Nee eee — ‘ 
i on | l | 
ee 
4 ee = 
a: Pe 
5 aK 4 f 
ra fs Ste ral i wnat & which 
eed ne ‘t : oe Lam ferent 
a = Ae =u Be ! | 
abe Ar = | 
& as ree i + LDP VG VAERICAN CRANBERRY EXCHANGE | 
Cy a Ly 
_ 
ace = 
a Ben, i Fresh Eatmor Cranber- i - | 
es genres an 
ail aj eee stores Order sume today sale hea apace, Fs 
one caeae se 
mas oe me f |b atmee Creabernes. | 
eo: | es | a | 
oe a 
Po 
sae cee tae | 
So re ' , 
» y 
wh sul ee : _ * 
at ei Goce tet i iss - 
hae a a } ie 
a? ae  ] 4 G 
; aay: i A 
me ngs aie : }! | ‘ rea ; =a rata 
y . ~ ’ ra xR ate | 
ai, a Bw SY — aren 
rae so ; Ye Vy Soe ores a Ce ee ae 
a / stings Y Sere eee Cees nee 
i coi ae a . ; 
veo a i}, 
Seka re f 
‘atu eas f} 
i 2 F Fy 
oe. o-oo 
: et 
Nene ao 
oa ae on ae ae cP 
aici ie i 4 
? 7s } | 
g 4 
‘a Pe 
aa = ses 8s 8 | 
| | 
. gt teen, | Cid 
3 % 
pen 
2/5 |= 
POINT OF SHOPPE | 
4, ©) en 
VERTIS e888 
Pe 
ee 
en 
4 Y ee 
- 
AED Atego ee ae teen Saree ang gee Sor ys eretins iat Bae $ SO aie 
EU ee sii are pce ieee Tees Cn NT: Gre menage RCS Raa erm \ NR MCT eal inert ORDER Teo, X58] Shama oA onapem urea Meee re eee ene Gees CS cc Mom ee are i Oa aks, te OR meet as ak en eee te aa ee ee 
iva emer Le weer heen te Gran ls aM FW hes he py al ee ne Por ee Fer th Mai Sa ye me ay Sal acts: Boles Aegean Be arr ne ce BoE <b n Se wit oe al ae : WS a Cie Dies bale Pietra Mies ct ke a uals, eee arty Bs age teks Acre ae) pms ERY omar cr 


October 28, 1935 


ADVERTISING AGE 


23 


PRES-T0-LOGS 
MAKER SEEKS 
WIDER MARKET 


Successful Introduction in 
West Precedes Drive 


New York, Oct. 24.—Accustomed 
to being trampled underfoot and 
scuffed about with disdain, sawdust 
has at last attained an exalted posi- 
tion, through the inventive genius, 
advertising and merchandising of the 
Weyerhaeuser Timber Company. 

So effective was the Western in- 
troduction of sawdust in the form of 
Pres-to-logs last year, that some sur- 
prise was expressed when buyers 
started flocking to stores before the 
first of the 1935 fall and winter ad- 
vertisements appeared. Plans call 
for more effective distribution and 
advertising next year. 

The present campaign of Wood 
Briquettes, Inc., subsidiary of the 
Weyerhaeuser Timber Company, em- 
braces 23 insertions staggered to 
appear oftener than once a week up 
to Jan. 1. Arthur Kudner, Inc., is 
in charge of the campaign in the 
East. 

Commanding attention by its nov- 
elty of ideas, copy runs about 160 
lines to an insertion. The papers 
used are the Boston Herald & Trav- 
eler, Brooklyn Eagle, New York Sun 
and World-Telegram. Just being 
added to the schedule is the maga- 
zine section of the New York Times. 
Magazines carrying the copy are the 
American Home, The New Yorker 
and This Week. In Philadelphia de- 
partment stores are advertising the 
by-product, and copy placed by Wood 
Briquettes will appear next month. 

A Problem Solved 


For many years, Weyerhaeuser 
officials scowled at their mounting 
sawdust piles. They were more than 
waste; they eventually became a 
nuisance and expense. As_ they 
grew in size, it became necessary 
to devise some method of removing 
them. Mere pushing them back 
from the mills was not sufficient. 

After considerable experimenta- 
tion and after failure of methods to 
form sawdust bricks or logs by 
means of a binder because under 
heat the solid mass disintegrated 
into a pile of dust, they developed 
a machine which solidified the saw: 
dust under extreme pressure. The 
heat developed combined the small 
chips chemically. 

Tried on the southern Pacific coast 
where heat is required only occasion- 
ally, the Pres-to-logs found im- 
mediate acceptance. Consumers 
found new uses. For example, a 
water heater was made to burn a 
single log, raised automatically as 
it burned from the top, in the center 
of the heating coil. Last year the 
product was brought East. Leading 
department stores had no difficulty 
in selling it, and carried-over stock, 
under the stimulus of the cold spell 
around Labor Day, was exhausted 
before the first of this year’s copy 
broke. 


Will Sell Machines 


The problem faced by the Weyer- 
haeuser Company in marketing these 
logs is unique. The company is in- 
terested in selling the machine 
which compresses them, but in order 
to do this, it has been found neces- 
sary to develop the consumer mar- 
ket. So far, all Pres-to-logs sold are 
_made on the Pacific Coast and ship- 
ped by water on Weyerhaeuser 
freighters to the company’s yards in 
New Jersey. 

In view of the shipping costs, the 
logs cannot be delivered economic- 
ally more than approximately 100 
miles from the dock. But when 
plants are set up in various sections 
of the country, economical national 
distribution will be feasible. Use 
of publications with widespread cir- 
culation is paving the way in that 
direction. 

The second Pres-to-log machine 


has already been installed at Mem- 
phis and by next year it is expected 
that ancther will be located some- 
where on the Eastern Coast. The 
Memphis plant will enable selling 
the product, shipped by water, in the 
Chicago market next year. 

Pres-to-log copy is aimed at those 
persons who enjoy a fireplace. Typ- 
ical copy reads: 

“New Yorkers with savoir faire 
now get their fuel wrapped in pack- 
ages like corn flakes...you can keep 
a good supply in the space a case of 
Scotch takes up. It’s more econom- 
ical than cord wood at the prevail- 
ing price and is so clean that any 
host in a dinner jacket can stoke 
the fire without a fleck on the speck- 


less black of his clothes....Come 
out of the cellar and really enjoy an 
open fire.” 


Will Give Shield 


Twelve logs in a carton sell at 
$1.70 in New York. Two of them 
keep a hot, clean open grate fire for 
several hours. For a driftwood fire, 
colored flame logs are sold simu- 
lating the mineral colors of sea- 
soaked wood. An implied appeal of 
the log is the lack of even burning 
and color in much of the fireplace 
wood sold locally. 

In a short while, the company 
plans to use as a merchandising aid 
a metal shield to be placed over and- 


exert a control over the rapidity 
with which Pres-to-logs burn. 

Activities on behalf of the product 
and the machine in the East are 
under the direction of J. G. Brittain, 
of Wood Briquettes, Inc. 

Marketing and advertising of Pres- 
to-logs in the West was described in 
ADVERTISING AGE of Jan, 19, 1935. 


Patman Plans 
His Strategy 


Washington, D. C., Oct. 24.—Chair- 
man Patman, of the special House 


irons. Perforated, this plate will 


committee investigating chain store 
practices, called his group together 


here this week for a discussion of 
plans to proceed with the inquiry on 
chain stores. 

The meeting was not public, but 
Representative Patman declared that 
subcommittee hearings would be held 
in Chicago, Cincinnati and Dallas. 
Hearings, he said, had been con- 
ducted at Austin, Tex. Representa- 
tive Bloom reported that he had held 
hearings in New York. 

According to the Texas Representa- 
tive, future hearings will deal both 
with chain store operations generally 
and the organization and purpose of 
the American Retail Federation. 
During recent sessions of Congress, it 
was said that the latter group would 
be “investigated.” 


tives for this new publication. Reminds many a business man 
of the opportunity for greater efficiency and reduced costs 
with modern shipping department equipment, supplies and 
services. Other ads in the current series appear in the October 
21 and November 18 issues of TIME. Look for them. 


Industry 
welcomes 


SENNPIPUNG 
MANAGEMENT 


—as advertised in 
TIME MAGAZINE 


EXECUTIVES, getting to know more about the Shipping Managers responsible for the 
$4,000,000,000 annual cost of packing and transporting America’s goods, are writing 
SHIPPING MANAGEMENT hearty thanks for our timely TIME advertising. Adver- 
tising that emphasizes the importance of the Shipping Department, reminds many 
an executive of an overlooked opportunity for greater efficiency and reduced costs. 

No altruists, BRESKIN & CHARLTON gain prestige and acceptance for their new 


publication, SHIPPING MANAGEMENT, through TIME’S columns. Thus they add 
extra value and profit to SHIPPING MANAGEMENT'S advertising pages for those 
businesses which have services or materials to sell to Shipping Department Man- 


421 FOURTH AVENUE - NEW YORK CITY 


value in this huge market. 
The first regular issue of SHIPPING MANAGEMENT goes into the mails in 


January, 1936. Write for a pre-publication copy of this new magazine and charter 
advertising rates in effect before actual publication. 


BRESKIN & CHARLTON PUBLISHING CORPORATION 


ALSO PUBLISHERS OF MODERN PACKAGING - PACKAGING CATALOG - MODERN PLASTICS 


174 NEWBURY STREET, BOSTON, MASS. 


221 N. LaSALLE STREET, CHICAGO, ILL. 
# 


Pa 


TIME © NOVEMBER 4 ISSUE agers. Constantly growing numbers of long-term, large-space advertising contracts 
carries this advertisement of SHIPPING MANAGEMENT... are being scheduled, proving ready acceptance of SHIPPING MANAGEMENT'S 


Helps build prestige and acceptance among industrial execu- 
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ADVERTISING AGE 


October 28, 1935 


OPPOSITION 10 
COPELAND BILL 
STILL FIGHTING 


Drug [Men 4 to 1 Against 
Immediate Passage 


Chicago, Oct. 24.—Food processors, 
canners and manufacturers are gen- 
erally resigned to, if not enthusiastic 
in their advocacy of the Copeland 
bill to rewrite the existing pure food 
and drug laws, but the vast majority 
of drug and proprietary medicine 
manufacturers oppose the bill in its 
present state. 

These conclusions may be drawn 
from the answers of more than 125 
important food, drug and cosmetic 
advertisers and their agencies who 
replied to a recent letter from 
ADVERTISING AGE requesting specific 
answers to two questions: 

“1. Do you favor passage of the 
Copeland bill, as it is now drafted, 
as rapidly as possible after Congress 
reconvenes in January? 

“2. If you do not favor passage of 
the Copeland bill as it is drawn at 
present, do you favor its passage 
with modifications? And if so, what 
modifications would you like to see 
in it?” 

Of the more than 125 replies, prin- 
cipally from the active heads of 
their businesses, a surprisingly large 
number confessed more or less com- 
plete ignorance of the provisions of 
the bill as it passed the Senate at 
the last session, and a small number, 
in addition, reported that they could 
not make a definite statement on the 
questions asked. 

One amusing circumstance, caused 
possibly by the circulation of the 


ADVERTISING AGE letter, or at least 
coincidental therewith, was a “run” 
on the Government Printing Office 
in Washington for copies of the bill, 
known technically as 8.5. Inquirers 
who forwarded the necessary ten 
cents for a copy were informed that 
no copies were available at the mo- 
ment, orders being filled as late as 
three weeks after their receipt. 
But 89 national advertisers and 
their advertising agencies responded 
definitely to the questions  pro- 
pounded. Of these 28, or slightly 
less than 31.5 per cent, answered 
“yes” to the first question, while 61, 
or 68.5 per cent, answered “no.” 


Split into groups, the returns 
looked like this: 
Yes ‘ No % 
MR a si to 10 67 5 33 
rr 12 22 43 78 
Cosmetics ...... 0 0 2 100 
pe eee 6 35 ll 65 
Eliminating the 28 who answered 
“ves” to the first question, the 


answers to question 2 were as fol- 
lows: 


Yes % No % 
DD) 266.0466 aous 3 60 2 40 
eee eee 26 60 17 40 
Coemetic ..ccee- 1 50 1 50 
Agencies ....... 4 36 7 64 
ge Pa ee 34 56 27 44 


Recapitulating, we find 28 organi- 
zations, or 31.5 per cent, in favor of 
passage of the Copeland bill as it is 
now drawn, and an additional 34 in 
favor of its passage with modifica- 
tions, or a total of 62 out of 89 (70 
per cent) who declare that they 
either favor passage of the Copeland 
bill as it now stands, or would favor 
its passage with modifications. 


Much Difference of Opinion 


Despite the apparent preponder- 
ance of opinion in favor of passage 
of some sort of bill, the measure 
seems still to have a rocky road to 
travel, inasmuch as the modifications 
most frequently mentioned as con- 
ditions for making the bill accept- 
able are: elimination of control by 
the Department of Agriculture; elim- 
ination of formula disclosure; elim- 


ination of all possibility of multiple 
seizures and of factory inspection. 
It would appear from the replies 
to the ADVERTISING AGE letter that, 
as has been generally anticipated, 
the fight in the House during the 
next session will center around the 
administrative agency for the bill, 
with the drug and medical interests 
particularly keen to take all respon- 
sibility for its handling out of the 
hands of the Department of Agri- 
culture and place them in the hands 
of the Federal Trade Commission. 
That some bill will be passed, few 
of those who answered seem to 
doubt. The attitude that “the Cope- 
land bill is the best of a rather bad 
bargain” is apparent from many let- 
ters. For example, Addison Lewis, 
of Addison Lewis & Associates, Min- 
neapolis agency, says, “It seems to 
be the general opinion of the med- 
ical advertisers serviced by this 
agency that the passage of the 
Copeland bill at the next session 
is highly desirable, because it is 
workable and not too drastic, and 
may prevent ill-advised destructive 
legislation later.”’ And H. S. Thomp- 


son, advertising manager of Dr. 
Miles Laboratories, Inc., Elkhart, 
Ind., declares: “Perhaps the con- 


trast of the Copeland bill with the 
original Tugwell bill is the main 
reason why manufacturers of pro- 
prietary medicines are, generally 
speaking, favorably inclined toward 
the Copeland bill . . . All in all, we 
are for the bill and sincerely hope 
that it will become a law at the 
next session of Congress.” 


Sees Future Dangers 


Emil Brisacher, head of Emil 
Brisacher & Staff, West Coast 
agency, feels that “if we must have 
a bill the Copeland bill as now 
drafted is a good bill,” but points 
out that “the danger of such legisla- 
tion is not in the mild provisions 
now incorporated, but in that fu- 
ture legislation may be much more 
stringent; therefore, we believe 
that it’s better to have as few bills 


as is possible that set the precedent 
of curbing advertising.” 

The intensity of the feeling about 
the Copeland bill was manifested 
in the length of the replies which 
ADVERTISING AGE’s query produced. 
Three and four-page letters, accom- 
panied by briefs, reprints, radio 
talks and other material were the 
rule, rather than the exception. 

While it is impossible to quote 
even a small percentage of the com- 
ments, a few interesting points, 
culled at random, follow: 

R. Winston Harvey, president, 
Harvey-Massengale Company, At- 
lanta: “I think it manifestly unfair 
to place destructive powers against 
proprietary remedies in the hands 
of any bureau manned entirely by 
physicians who, from their nature 
and training, are unalterably op- 
posed to self-medication, even of 
the simplest type.” 


Favor Bill’s Passage 


A. Waldron Stone, General Bak- 
ing Company, New York: “We do 
not believe that we should be se- 
riously concerned by any sane in- 
terpretation of the Copeland bill 
... We favor passage as it is now 
drafted.” 

C. L. Fardwell, McCormick & Co., 
Baltimore: “We are in favor of the 
Copeland bill in its present form 
with slight modifications, presented 
in the form of amendments to the 
House committee which considered 
this bill at the session of Congress 
closed recently.” 

Fred W. Clements, president, E. 
Griffiths Hughes, Inc.: “The pres- 
ent food and drugs act should be 
left as is, but amended to take care 
of present-day requirements and 
without placing any additional ar- 
bitrary authority in the hands of the 
Department of Agriculture. 

“I’ve never been able to tind out 
why it isn’t possible that clear cut, 
lucid and yet effective rules and 
regulations couldn’t be laid down by 
that Department that would serve 


as a guide to every manufacturer in 
the country.” 

B. E. Chappelow, president, Chap- 
pelow Advertising Company, St. 
Louis: “We have one vital objec- 
tion, and that is the placing of juris- 
diction over advertising in the 
hands of the Department of Agricul. 
ture. We believe that it would be 
vastly better for all interested par- 
ties to have authority vested in the 
Federal Trade Commission.” 

C. S. Shoemaker, treasurer, Scott 
& Bowne: “We are in favor of pass- 
age of the Copeland bill as it is now 
drafted, as soon as possible after 
Congress meets. We conduct our 
business in an honorable way, and 
we have nothing to fear. We do 
want the uncertainty cleared up, 
however, as to what is going to be 
put on the statute books, and this 
bill has been given sufficient con- 
sideration. We believe there is 
nothing in it that can injure an 
honest manufacturer.” 

Wm. H. Berg, president, Health 
Products Corporation: “We are in 
favor of the Copeland bill as it now 
stands and it is our hope that as 
soon as Congress reconvenes, it will 
be passed.” 

J. G. Timolat, president, Oakland 
Chemical Company, New York: “We 
don’t know enough about the Cope- 
land bill to express an intelligent 
opinion. We thought we did know 
about it, but it was revised so many 
times and changed so often that we 
gave up following its ramifications.” 

Paul J. Mandabach, Root-Manda.- 
bach Advertising Agency, Chicago: 
“It has always been my contention 
that the present food and drug act, 
if properly enforced, has enough 
teeth to thoroughly protect the con- 
suming public as well as the legiti- 
mate manufacturers I have 
never felt that the food and drug 
administration should be the police- 
man on the advertising work. The 
Federal Trade Commission has done 
a very fine job in advertising pro- 
tection work and can continue to 
do such a job.” 


Mr. TOPHAT’S CONDI- 


TION IS, OF COURSE, 


OUR SERIOUS PICTURE OF A 
BUSINESS WITHOUT WLW. 


THERE’S A COMPLETE 


STORY BEHIND THE 


TURE, HOWEVER, AND IT 
IS AS POSITIVE AS THIS IS 
NEGATIVE AND MORE AC- 
CURATE THAN OUR PHOTO- 
GRAPH IS EXAGGERATED. 
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October 28, 1935 


ADVERTISING AGE 


BUSINESS PAPER 
ADVERTISING IS 
N INVESTMENT 


This advertisement and those that follow 
are sponsored by these business papers: 


Advertising Age (ABC-ABP) 
100 E. Ohio St., Chicago 


American Restaurant (ABC) 
5 S. Wabash Ave., Chicago 


Automobile Digest (ABC) 
22 E. Twelfth St., Cincinnati 


Bakers’ Helper (ABC-ABP) 
332 S. Wells St., Chicago 


Bakers Weekly (ABC-ABP) 
45 W. 45th St., New York 


Boot & Shoe Recorder (ABC-ABP) 
239 W. 39th St., New York 


Domestic Engineering (ABC-ABP) 
1900 Prairie Ave., Chicago 


Farm Implement News (ABC) 
431 S. Dearborn St., Chicago 


Hospital Management (ABC-ABP) 
612 N. Michigan Ave., Chicago 


Jewelers’ Circular-Keystone (ABC-ABP) 
239 W. 39th St., New York 


Milk Plant Monthly (ABC) 
327 S. La Salle St., Chicago 


National Provisioner (ABC-ABP) 
407 S. Dearborn St., Chicago 


Paper Industry, The (ABC-ABP) 
333 N. Michigan Ave., Chicago 


Paper Mill & Wood Pulp News (ABC-ABP) 
1440 Broadway, New York 


Steel (ABC-ABP} 
Penton Bldg., Cleveland 


Welding Engineer (ABC-ABP) 
608 S. Dearborn St., Chicago 


No. 17 of a Series 


Harry Neal Baum, Adver- 
tising Manager of Fairbanks, 
Morse & Co., has been a con- 
sistent user of business pa- 
pers for more than fifteen 
years. Beginning with a lim- 
ited number in only a few 
fields, their use and scope 
were greatly increased under 
his direction at the Celite 
Products Company, now a 
part of Johns-Manville, Inc. 
as he proved that the direct 
approach of business papers 
to the main business inter- 
ests of their readers provided 
a most profitable form of 
advertising. Today he is 
using close to a hundred dif- 
ferent business papers in a 
wide variety of fields, and 
finds that their influence and 
standing still give the sales- 
man the kind of assistance 
he needs and appreciates in 
marketing his products. 


Soys HARRY NEAL BAUM 


@ The manufacturer of products sold direct from factory to industry 
places his confidence and his money on business paper advertising 
because it will do two definite jobs for his organization. First, it 
builds that intangible thing called good will by placing his story 
directly before those who are most likely to buy—and places it there 
at the lowest possible cost per message. Second, it opens the door 
for the manufacturer’s salesmen. It gives them a background which 
is definitely established in the mind of every prospect before the 


initial call is made. 


We regard consistent business paper advertising as an investment— 
one that builds in the minds of management, engineers and operators 
alike a background of quality for Fairbanks-Morse products. Indeed, 
we often find that our products have been specified and sold while 
projects have been in the paper stage—simply because prospects not 
yet uncovered had studied the features of our motors, scales or 
Diesels in our trade paper advertising. We count every inquiry, 


every sale, as a direct return on that investment. 
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Client: 


Agency 


Executive: 


Client: 


Agency 
Executive: 


Client: 


Agency 
Executive: 


Client: 


Agency 
Executive: 


Client: 


Agency 
Executive: 


A Manufacturer and his 
Advertising Council, talk 
“market potentialities.” 


“We Should Go After More Business 


from the FRENCH in the 


MONTREAL 
MARKET bine 


Pop. -1,996,255 
French - 72.8% 


~~ 


I have been studying our sales figures for the 
Montreal territory. For years they have been 
riding along on an even keel, and lately we have 
begun to notice a nice increase. It has set me 
thinking that perhaps we are not making the 
most of the possibilities there. If we could build 
up our sales to what they should be on the basis 
of population, we would show a handsome increase. 


Your sales for the Montreal Market District with 
its TWO MILLION people or 20% of Canada’s 
population, should be on the basis of 20% of 
Dominion sales! 

Just a minute! You suggest that we might be 
doing considerably more business than we have 
been doing in that area? Well, that needs look- 
ing into. We have never set our quotas as high 
for the French market as we do for our other 
territories. 

And yet there is no reason why the French speak- 
ing people should not buy as much of your prod- 
uct as the people using another language. They 
eat as much, they wear the same type of clothes, 
they buy shoes, medicines, entertainment just like 
anybody else. Why not “our” products? 

Well, I am afraid we have never really tried to 
make the French as familiar with our products 
as are the rest of the people in Canada. 

I suppose it is natural to give first consideration 
to markets where the language spoken is the 
same as we speak ourselves. But Canada has 
two official languages and a very considerable 
proportion of the people speak French as their 
mother tongue. So far we have only hit the 
highspots. 

We are spending about as much in Montreal pa- 
pers as we do in Toronto. 

Yes, but we are not dividing the appropriation 
in Montreal to give preference to the 60 per cent 
of the population that is FRENCH! “You May 
Be Strong Enough In One Language, How About 
The Other?” And, too, we are dependent on our 
Montreal French advertising to reach most of 
the outlying urban and rural centres for many 
miles around, where the FRENCH population is 
as high as 85 per cent. The Montreal Market 
District is bigger than the Toronto Market. We 
are not “spotting” every town, as we do around 
Toronto. 

Just a minute again! This thing begins to open 
up. In a sense, this French area looms up as a 
separate market and one that has not been fully 
appreciated. Whoever gets a strong foothold 
there first should be in an enviable position. What 
do you suggest we do about it? 

The first thing to be recognized is the importance 
of their own language to the French people. 
They cherish the use of their mother tongue. 
Canada recognizes this and makes both languages 
legal, using both in postage stamps, currency, 
and in the law courts and Parliament. When you 
are in the Province of Quebec some time, notice 
how the faces of the French people light up when 
you do the best you can to address them in French. 
You can appreciate their feeling—brought up 
from childhood, as they are, in homes where only 
French is spoken—where only French newspapers 
are read. 

I have been in Montreal many times and get along 
quite well without talking French. 

Visitors to the downtown section of Montreal 
form no knowledge of the street after street of 
homes for miles around where French is used 
almost entirely. And we have to consider not 
only the people in Montreal itself, but in the cities 
like Sherbrooke, Hull, Trois-Riviéres, Sorel, 
Granby—all of which (with scores of smaller 
towns and the interwoven rural communities) are 
heavily influenced in their shopping by what is 
done in Montreal. We must look on all this 
area as the Montreal Market District, with nearly 
TWO MILLION people .. an important 
market, worthy of our best efforts. 
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MONTREAL MARKET DISTRICT” 


Client: 


Agency 


Executive: 


Client: 


Agency 


Executive: 


Client: 


Agency 


Executive: 


Client: 


And you feel that these people 
are logical prospects for our 
products? 


Undoubtedly! We know the 28 
per cent of the people in the 
Montreal Market District who 
are NOT French are well worth 
cultivating. We should take no 
half way measures to reach the 
72 per cent! 


I understand that in the French 
market, “family influence” 
brings whole groups of new 
customers. One man told me 
that when French families find 
a product is what they want, 
they are quick to recommend 
it and those sales form the nu- 
cleus for a big group of new 
buyers, including friends and 
relatives. 

That is important! Especially 
where there is such a large 
concentration of people, as in 
the Montreal Market District. 
A great many people in the 
smaller towns and rural dis- 
tricts have relatives in “the big 
city” and are influenced by 
what these relatives or friends 
recommend. 


Getting back to the language 
question. Should we write spe- 
cial advertisements for the 
French market? 


Not altogether. Our selling 
points would be very much of 
the same type. But it is vitally 
important that the translations 
should NOT sound like literal 
translations; they must be 
phrased so that there is a fa- 
miliar ring to the sentences. 
Good translators know how to 
put the ideas into French, 
rather than the words. And it 
is necessary to check back to 
make sure the facts have not 
been misstated. It is largely 
a matter of careful translation 
and possibly the use of a little 
more space, so that the type 
matter will not be crowded. 
Two million people—72.8% 
FRENCH. That represents big 
business for us. And if it is 
worth working at all, we should 
go all the way to meet the sit- 
uation. Work out your recom- 
mendations in detail and we 
will decide on a comprehensive 
plan. 


This FRENCH market responds excellently 


to sales and advertising plans 


needs. 


fitted to its 


Full information will gladly be 


given by the Montreal La Presse as part 
of its service to manufacturers and others 
who wish to develop to the utmost the trade 
possibilities of this important section of 
Canada’s population. 


Address the Business Manager, La PRESSE, 


(Canada’s French National 


Newspaper), 


Montreal, or 


Chicago Office: 410 N. Michi- 


William J. gan Ave. 
Morton Co. a York Office: 200 Fifth 
ve. 


S. L. Rees, 213 Metropolitan Bldg., Toronto, 


Ont. 


Clougher Corporation Ltd., 26 Craven St., 
London, W.C.2. 


YOU MAY BE STRONG ENOUGH IN ONE LANGUAGE, HOW ABOUT THE OTHER ? 


Information 


forAdvertisers 


The following documents may be 
secured without charges by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 833. 
ers. 


This book, published by Time, is a 
study of the big volume retail outlets 
in 27 important fields, from auto ac- 
cessory dealers to women’s ready-to- 
wear specialty stores. It contains 
state-by-state breakdowns of Grade A 
outlets in each field, and, as the 
preface states, gives “broad hints” on 
how to reach their best customers. 
Figures in the book are based on the 
U. S. Retail Census, part of the Cen- 
sus of American Business conducted 
by the Department of Commerce. 


No. 834. Let 4,979,875 Newspaper 
Readers Tell You What They 
Read on Sunday. 

This is the report of a study made 
by the Gallup Research Bureau for 
Kimberly-Clark Corporation to deter- 
mine the comparative values of ad- 
vertising space in different Sunday 
newspaper sections, and the relative 
worth of different copy and illustra- 
tive techniques. 


Spotting the Grade A Deal- 


No. 835. G. O. A. Presents Its Poster 
Service of Today. 

Issued by General Outdoor Adver- 
tising Company, this booklet pre- 
sents a comparison of the scientific- 
ally determined value of G. O. A. 
poster advertising today with that of 
five years ago. 


No. 829. Women Who Are Buying 
in Department Stores. 


In this study by Good Housekeep- 
ing, 20,312 interviews with women 
customers in 231 departments of 14 
stores in 14 cities reveal the answers 
to two questions: “What magazines 
do you yourself read regularly?” anc 
“Of these magazines is there any one 
in whose advertising pages you have 
particular confidence?” 


No. 830. Everyone in St. Louis Has 
Heard This One... . 


“This is Station KMOX, the Voice 
of St. Louis” .. . giving the find- 
ings of telephone research operators 
who made more than 15,000 calls be- 
tween 7 a. m. and 10 p. m. daily, and 
9:30 a. m. to 10 p. m. on Sunday to 
provide a breakdown of St. Louis 
listening habits. 


No. 831. How the East Meets the 
West in Beauty Shop Sales. 

Issued by The American Hair. 
dresser, this folder tabulates net 
receipts of beauty shops as compared 
with population figures in 190 cities, 
and shows the concentration of the 
publication’s coverage in these profit- 
volume city markets. 


No. 832. The Income Factor in Re- 
lation to Commodity Use and 
Ownership. 

Published by the division of mar- 
keting and research of Macfadden 
Publications, this analysis covers 
data on electricity for lighting, gas 
for cooking, bathtubs and showers, 
automobiles and mechanical refrig- 
erators. From this data is shown 
the ability of an income class to 
absorb a given number of units, the 
saturation of the group so far 
reached, and the undeveloped poten- 
tial within the group. The study in- 
cludes Austin, Tex., Fargo, N. D., 
Portland, Me. and Columbia, S.C. It 
is an outgrowth of the studies made 
by the Department of Commerce. 


No. 810. The American Hairdresser 
Beauty Field Census Chart. 

Compiled by American Hairdresser 
from U. S. Census figures released 
May, 1935, this chart gives a graphic 
picture of the distribution of the 
$116,795,000 receipts of beauty shops 
in 1933. A table is shown which gives 
in handy alphabetical form, by states, 
the net sales volume of beauty shops, 
percentage of U. S. total, and Amer- 
ican Hairdresser circulation by states 


and percentage of total circulation. 


One Out of Six 
Avoids Coffee, 
Says Kaffee Hag 


New York, Oct. 24.—That a large 
market exists for de-caffeined coffee 
is the subject of a trade campaign be- 
ing conducted on behalf of Kaffee 
Hag coffee, with Kenyon & Eckhardt, 
Inc., as the agency. 

“For one reason or another—a 
weak heart, delicate digestion, jumpy 
nerves—21,000,000 people, one out of 
every six, either avoid coffee alto- 
gether or drink it sparingly,” Kaffee 
Hag says in current grocery journals. 
The campaign appears in Chain 
Store Age, International Grocer and 
the Progressive Grocer. 


Large Potential Market 


The agency says the estimate is 
compiled from well known health 
statistics and that it reveals a poten- 
tial market for de-caffeined coffee of 
21,000,000, plus millions of healthy 
people “who are part-time avoiders” 
of regular coffee. The number of 
coffee drinkers is not known exactly. 
Tea, cocoa and milk sippers compli- 
cate any sort of tabulation. 


Rail Traffic 
BOOM in 
JANESVILLE 


SECOND in STATE for freight 


C&NW - CMSt.P&P add engines 
--R. R. crews at 1931 level--Facto- 
ties at TOP SPEED--No. 1 Test 


E * 


Tenuaeiitn Wiskosnch 
Gazette---WCLO 


IF YoU WANT GOoD 
PHOTOSTATS, QUICK, 
CALL RAPID/ 


RAPID 


COPY SERVICE CO. 


I bee photostats of a 
printing job cut print- 
ers’ bidding time two- 
thirds. 


e SIX BRANCHES - 


NEW YORK 
415 Lexington ...... 444 Madison 
VAnderbilt 3-3680 


ry 
renege + 
ion Trust lo 
Main 9335. 


e 
CHICAGO 
110 So. Dearborn .. . 228 No. La Salle 
360 No. Michigan Ave. 
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HEADS ADCLUB 


Opal Swazea, advertising manager 
of the Mississippi Valley Trust 
Company, who has been elected 
president of the Woman's Adver- 
tising Club of St. Louis. 


FLOUR MILLER’S 
CLAIMS BACKED 
BY INSURANCE 


New York, Oct. 24.—An insurance 
policy in the Liberty Mutual Insur- 
ance Company, of New York, now 
guarantees housewives against bak- 
ing failures when flour of the Stand- 
ard Milling Company is used, large 
newspaper space informed home man- 
agers this month. The brands vary 
according to the division, Aristos 
being the featured flour of the 
Southwestern Milling Division and 
Ceresota that of the Northwestern 
Consolidated Milling Division. 

A public liability policy issued by 
the insurance company was given 
preferred position in the advertising, 
which told of “the most astonishing 
guarantee ever put back of any 
flour.” 

While millions of women know of 
the uniform excellence of the com- 
pany’s flour, the advertisement con- 
tinued, the insurance policy was 
taken out to win the interest of 
women who have never tried a Stand- 
ard brand. 

There was a slight, perhaps unim- 
portant deviation between the lan- 
guage of the copywriter and that of 
the insurance policy. The former re- 
ferred to “a written insurance policy 
against any baking failure.” 


Policy Tells Terms 


The dispassionate language of the 
insurance policy shown in the adver- 
tisement was: 

“Should a housewife have a baking 
failure caused by Aristos Flour, Lib- 
erty Mutual Insurance Company will 
refund her the cost of the Aristos 
Flour purchased and all other ingre- 
dients used in any all-purpose flour 
recipe, together with the cost of mail- 
ing the letter and sample of Aristos 
flour used, to Liberty Mutual Insur- 
ance Company. 

“All claims are to be addressed to 
the Claim Department, Liberty Mu- 
tual Insurance Company, 10 E. 40th 
St., New York, and must be accom- 
panied by a sample of one cupful of 
the Aristos flour used, the name and 
address of the grocer where the 
Aristos flour was purchased, the 
sales slip showing the cost of the 
Aristos flour purchased, an itemized 
list of cost of ingredients, and the 
recipe used.” 


Horne, Morrissey 


Amend Firm Name 


Horne, Morrissey & Co., Chicago, 
have changed the agency name to 
Fulton, Horne, Morrissey Company. 

The change gives representation to 
James D. Fulton, who has been with 
the agency for some time. He was 
formerly one of the principals ‘in 
Green, Fulton, Cunningham Com- 
pany. 


GLORIFIES ROLE 
OF TOILET SEAT 


Holyoke, Mass., Oct. 24.—To empha- 
size the role of Church Sani Seats 
for toilets in transforming old bath- 
rooms into modern rooms, the C, F. 
Church Mfg. Company has placed un- 
der way a national campaign, using 
newspapers, magazines, business pub- 
lications, and direct mail. 

The consumer advertising urges 
the householder to keep his bathroom 
“above reproach,” and points out that 
it is easy and inexpensive to “have 


the best there is.” Price is stressed 
in both magazine and newspaper 
copy, the reader being told that the 
Church product is available at li- 
censed master plumbers everywhere 
as low as $3.95. 
Use Eight Magazines 

Magazines on the list are American 
Home, Home and Field, and House 
Beautiful, and Architectural Record, 
Building and Building Management, 
Building Modernization, Hotel Man- 
agement, and Nation’s Schools. 

“Visitors are alone in the bath- 
room,” magazine copy declares. 
“Good manners forbid unfavorable 
comment, but they see—and judge— 
everything. You know how it is your- 
self when you visit bathrooms away 
from home. Nothing is more disturb- 


ing than a worn, cracked, stained 
toilet seat.” 

The Church magazine advertising 
offers free copies of “Modern Bath- 
rooms for Old,” written by an in- 
terior decorator. 

Wherever possible, the Church 
Company has placed its newspaper 
copy next to advertisements of the 
Standard Sanitary Mfg. Company, 
which illustrate a complete line of 
bathroom fixtures. Both companies 
are subsidiaries of the American 
Radiator and Standard Sanitary Cor- 
poration. In the Standard copy, there 
appears a line telling of the use of 
“Genuine Church Sani Seats.” 

In a direct mail campaign to deal- 
ers, reproductions of both the maga- 
zine and newspaper advertisements 


are included in special portfolios. A 
separate portfolio has been prepared 
for each section of the country. The 
portfolio lists the names of news- 
papers in that section which will 
carry Church copy. Plumbers have 
also been supplied with window 
streamers. 

The Church campaign is in charge 
of Wm. B. Remington, Inc., Spring- 
field, Mass. 


John Alden Joins Rooney 


John M. Alden has resigned as ac- 
count executive with Procter & Col- 
lier Company, Cincinnati, to join The 
Alfred Rooney Company in charge of 
new business. He will direct the ac- 
tivities of the Cleveland office, lo- 
cated in the Guarantee Title Bldg. 


—And Jockey Clever 


A fast track helps, but it takes an experienced, quick- 
thinking, clever jockey to bring out the best in a thor- 


oughbred. 


Good copy helps, too, but it takes a thoroughly-read, 
selective medium to bring out the best in your advertise- 
ment. And few magazines reach a more selective market 


of cover-to-cover readers 


than a man’s hobby magazine. 


At the low rate of $1620 a page, a dollar spent in the 
National Sportsman-Hunting & Fishing combination con- 
tacts more men than a dollar spent in almost any other 


national magazine. 


NATIONAL SPORTSMAN 


and 


HUNTING & FISHING 


(ABC Circulation — 595,503) 


Boston 


New York 


Chicago 
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Turns Farm 


Paper Over 
To Readers 


Ithaca, N. Y., Oct. 23.—The Ameri- 
can Agriculturist, oldest farm journal 
in America, was formally turned over 
to its readers yesterday, to be pub- 
lished under their direction. All 
profits will be devoted to agricultural 
and home economics research work. 

The publication announced that the 
transfer was effected through organ- 
ization of the American Agricultural 
Research Foundation, Inc., headed by 
a board of seven trustees. 

Frank E. Gannett, Rochester, who 
recently announced formation of the 
Gannett Newspaper Foundation to ac- 
quire control of his newspapers after 
his death, is chairman of the board 
of the American Agriculturist. 

All common stock in American 
Agriculturist, Inc., is being turned 
over to the American Agricultural 
Research Foundation, Inc., by Mr. 
Gannett and other stockholders, un- 
der the new arrangement. 

Starting with the annual meeting 
next year, readers of the paper an- 
nually will elect a director for a 
three year term. The editor, adver- 
tising manager, and circulation man- 
ager avill be directors ex-officio of the 
foundation. 


Altieri, Publisher, Dies 


Pasquale Altieri, publisher of La 
Sentinella, Bridgeport, Conn., Italian 
language weekly since 1914, and 
identified with the foreign language 
press in Connecticut for the past 30 
years, died Oct. 15 after a month’s 
illness. 


Wins Dallas Trophy 


A. Harris & Co., of which Mrs. 
Margaret Evans is advertising man- 
ager, have been awarded the Dallas 
Advertising League’s silver trophy 
for the best department store news- 
paper advertising during the year 
ended Oct. 15. 


Display Space 
Will Announce 
Book Contest 


Chicago, Oct. 24.—-Lake Forest Col- 
lege of Lake Forest, Ill., is using dis- 
play space to announce a $15,000 
prize book competition under the col- 
lege’s Bross Foundation. 

A half-page in the Atlantic Monthly, 
and 140-line insertions in the Chicago 
Tribune and the book section of the 
New York Times of Oct. 27 will de- 
scribe the contest. Advertising is 
placed by Cramer-Krasselt Company, 
Milwaukee. 

The $15,000 award will go to the 
author of the best book treating the 
relation and mutual bearing of sci- 
ence, history, or any department of 
knowledge with and upon the Chris- 
tian religion. Men and women of 
every country of the world will be 
eligible to compete. 

An unusual feature of the contest 
is the lengthy period during which 
entries may be prepared. Entries will 
be accepted as late as Sept. 1, 1939, 
the advertiser will announce. 


Postpone Outdoor 
Art Exhibition 


The annual exhibit of outdoor ad- 
vertising art, originally scheduled to 
open at Marshall Field & Co., Chi- 
cago, on Oct. 31, has been postponed 
to Nov. 7, because of the conflict in 
dates with the meeting of the Asso- 
ciation of National advertisers in At- 
lantice City. 

B. L. Robbins, General Outdoor Ad- 
vertising Company, Chicago, is in 
charge of the exhibit. 


R. C. Goshorn Elected 


R. C. Goshorn, publisher of the 
Jefferson City, Mo., Post-Tribune, was 
elected president of the Missouri 
Press Association at the 69th annual 
meeting held at Kansas City, Oct. 
17-19. He succeeds W. L. Bouchard, 
of the Flat River, Mo., Lead Belt 
News. . ; 
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(N FACT, TREY 


ARCHITECTURE, The Professional Journal for Architects 


Is Published by Charles Scribner’s Sons 


One of the prettiest romances has been climaxed with the marriage 
at Port Chester, N. Y., Oct. 18 of Major J. Andrew White, former presi- 
dent of CBS, and Kay Alexander, commercial artist. Mrs. White used 
a newspaper photograph of the Major, her ideal man, as a model for 
several years before they met and fell in love... 


Citizens of Buffalo rubbed their eyes in amazement last week when 
the Times, bitter rival of the News, began a campaign for the appoint- 
ment of Edward H. Butler, News publisher, to the City Sewer Author- 
ity... Stanley Resor, J. W. T. president, has accepted the chairmanship 
of the advertising division of the United Hospital Campaign Com- 
mittee... 


“Our next President,” Col. Frank Knox, publisher of the Chicago 
Daily News, coasted in from the western metropolis last week to attend 
a testimonial dinner in his honor at the Lotos Club. The guests were 
keenly interested in his explanation of his voluntary economic system, 
with which he would replace capitalism...He was introduced by 
Charles Francis (Socker) Coe, v. p. of Maxon, who, in between agency 
duties and platform appearances, has dashed off “Knockout” for the 
current Saturday Evening Post... 


Ben Givaudan Jr., of Terrill Belknap Marsh Associates, is surging 
toward the altar with Winifred Brown. The wedding date is Nov. 23... 

J. David Stern, Philadelphia and New York newspaper publisher, 
has been appointed a director of the Philadelphia Federal Reserve 
Bank, where he will have the specific duty of looking after the interests 
of the public... 


Helen Marshall, violin soloist on the Sigmund Romberg radio hour, 
and Bliss Woodward, of AW Advertising, Inc., left for a Bermuda 
honeymoon this week after a marriage ceremony in Christ Church on 
Park Avenue...Walter B. Pitkin, of the Farm Journal, has written a 
new book, “Take It Easy—The Art of Relaxation,” which will be pub- 
lished next month by Simon & Schuster... 


Having copped two cups in previous years for his own campaigns, 
John Miller, of the Frank Presbrey Company, felt at ease when judging 
the advertising competition held in conjunction with the Laundry- 
owners National Association convention in Atlantic City this week... 

Friends of Hendry Bart, of Today, have informed Believe-It-or-Not 
Ripley that, although Hendry now weighs 218 pounds, he used to be 
N. Y. State A. A. U. boxing champion at exactly 100 pounds less... 
John McCormick, of Shreveport, La., is now the father of a son, as 
well as director of KWKH... 


The ministerial-appearing Dr. L. V. Burton, editor of Food Indus- 
tries, astutely pointed out to the American Bakers’ Association conven- 
tion last week that “before we can have a mother who is anxious 
about her children’s diet we will have a housewife anxious to please 
her husband.” He was urging that women generally be not neglected 
for the mother market... 


A. C. (Brownie) Brown, the publisher who recently bought a big 
piece of the New York Press with the intention of making it an unique 
daily, has formed a life union with the former Mrs. Ethel V. Marrs. 
Mrs. Brown, a sportswoman and social personage, owns the famous 
Milkey Way racing stable... 


If any others doubt that W. R. Hearst writes the articles he signs, 
they should read his answer to the query on the subject, which ap- 
peared in client newspapers of the N. A. N. A. The Chief said anyone 
who can think can write and that if there is anything else to know 
about newspaper writing he should have learned it after 50 years as 
a professional newspaper man... 


G. G. Southwick, new a. m. of Mademoiselle, denies that his recent 
move to new offices has anything to do with the fact that Katharine 
Cornell and Guthrie McClintic have adjoining space, but he does refer 
to Queen Katharine as “Kit’’... 


Lincoln O’Brien, publisher of the Daily News, Athol, Mass., who 
holds two diplomas from Harvard University, will further identify him- 
self with the history of that institution by wedding Frances Torka 
Eliot, great-grand-daughter of the late Charles W. Eliot, Harvard presi- 
dent. Mr. O’Brien graduated from Harvard in 1929 and from Harvard 
law school in 1932... 


Henry Ewald, president of Campbell-Ewald Company, played host to 
a distinguished company of automotive executives at a luncheon at the 
Detroit Club the other day. Guests included Alvan Macauley, Packard 
president; W. S. Knudsen, executive vice-president, and R. H. Grant, 
vice-president in charge of sales, General Motors; K. T. Keller, presi- 
dent, and B. E. Hutchinson, chairman of the finance committee, Chrysler 
Corporation; W. A. Fisher, prexy of Fisher Body; Roy D. Chapin, Hud- 
son’s leader; D. S. Eddins, president of Plymouth; N. Dreystadt, Cadil- 
lac’s general manager; and Col. Julius Ochs Adler, general manager of 
the New York Times... 


George M. Slocum, publisher of Automotive Daily News, has been 
elected Commodore of the Grosse Point Yacht Club. He is the skipper 
of the “Spray,’’ named for his sea-going ancestor, Joshua M. Slocum... 


Official opening of the hunting season found Addison Vars, Buffalo 
agency man, shouldering his trusty gun and setting forth for the wilds 
of Ontario. . . Less than two weeks after the Dallas Morning News 
observed its fiftieth anniversary, G. B. Dealy, its president, started his 
62nd year of continuous service with the corporation. Fellow publishers 
all over the country wired their congratulations to the ambitious young 
newspaperman... 


Gwendolyn Doughton, president of the Buffalo League of Adver- 
tising Women, did not allow her recent illness to prevent her attendance 
at the inter-city conference of women’s advertising clubs at Toledo 
Oct. 19-20... 


L. W. Roush has returned to his duties as account executive of the 
Farson & Huff agency at Louisville, Ky., after a strange interlude as 
business manager of a local professional football team appropriately 
styled “The Louisville Bourbons”. . . 


C. Eugene Waddell, Pittsburgh advertising man, has returned from 
a pilgrimage to the workshop of Joseph Katz in Baltimore, reporting 
that the unique Baltimore mansion converted into modern quarters is 
the answer to the distraught advertising man’s dream... 


Alex Garwood, of Roche, Williams & Cunnyngham, Philadelphia, 
who issued Vol. 1, No. 1 of “Storkland News,” five years ago, has 
dropped No. 2 into the mails, announcing the happy landing of a 
daughter, Peggy... 


Commenting on a statement in this department, Milton Blair’s 
friends assert that no list of Chicago’s best dressed advertising men 
is complete without the cognomen of the J. W. T. executive... 


Getting Personal 


Insurance Admen 
Name Committees 


New York, Oct. 23.—The executive 
committee of the Insurance Adver- 
tising Conference met at the Hotei 
New Yorker today to formulate a 
program for the coming year and 
co-ordinate activities of several new 
committees appointed since the an- 
nual conference at Westchester, 
N. Y., in mid-September. 

According to Clarence Palmer, In- 
surance Company of North America, 
I. A. C. president, the I. A. C. will 
participate actively in several of the 
organized efforts to advance the 


cause of life insurance during the- 


year. One of the first functions of 
the association’s new year will be 
a luncheon meeting in December. 

Committees named for the ensuing 
year include: Programs, W. Leslie 
Lewis and David C. Gibson, Mary- 
land Casualty Company; frontier 
safety, Robert G. Richards, Atlantic 
Life Insurance Company, as joint 
chairman representing the I. A. C. 
and Life Advertisers Association; 
public relations, Frank J. Price, Jr., 
Prudential Insurance Company of 
America, David C. Gibson, and Wil- 
liam J. Traynor, North British & 
Mercantile Insurance Company; 

Membership, Jarvis W. Mason, 
The London Assurance Corporation, 
and J. A. Peirce, John Hancock Mu- 
tual Life Insurance Company; street 
and highway safety, Stanley F. 
Withe, Aetna Casualty and Surety 
Company, and C. S. Crummett, 
American Policyholders Insurance 
Company; standards of practice, 
Henry H. Putnam, John Hancock 
Mutual Life Insurance Company, 
Frank Ennis, America Fore Group, 
and E. C. Smith, Western & South- 
ern Indemnity Company; and pro- 
motion of 1936 Accident and Health 
Week, Stanley F. Withe. 


Henri, Hurst Named 


Henri, Hurst & McDonald, Inc., 
Chicago, has been appointed to han- 
dle advertising of Educator Biscuit 
Company, Chicago, maker of Crax, 
Hammered Wheat Thinsies, Toasted 
Cheese Thins and other products. 
Newspaper campaigns are now being 
released in 13 leading cities. 


EACH 


PUNIMUM 
mTity 


Reproduced from 
any size photo or 
snapshot. Wonder- 
ful clear, sharp pic- 
tures, gummed and perforated, ready 
for use. Apply them to letters, postals, 
envelopes, etc., for business or social 
use. Original returned uninjured. Send 
$1.00 for one hundred postpaid. Act 
now, satisfaction guaranteed. 
Philadelphia Badge Co. 
942 Market Street, Philadelphia, Pa. 
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© Se © “Pages” 
SOO SD that SELL! 


Four pages—one sheet 
of sturdy bond paper 
“FOUR PAGES" —covering 11 major 
headings about radio, 
Reg. U. S. Pat. Off. newspapers, farm, 
trade or general maga- 
zines (regional or national) —now help publishers and 
broadcasters to sell more space or time. Furnish infor- 
mation this modern way. Agencies also use AMA 
forms as "'questionnaires.’’ ¢ ¢ Send for samples today, 
on your | head. No obligation to buy. 
ADVERTISING MEDIUM ANALYSIS 
$00 Sansome Street San Franciseo 


AY SCHOOLS 
ADVERTISING & COPY 
COMMERCIAL ART 
COM'L PHOTOGRAPHY 
LAYOUT AND LETTERING 
MEN'S FASHIONS AND 


_ ee 


Dest. L. V.. 116 S. Mich. Bivd., Chicago 


2 BE 
LABELS-SEALS 


All kinds for pockaging decorations, 
advertising. Address labels. Strik-' 
ing, practical designs. Write for 
free samples and prices. 


ST. LOUIS STICKER CO. 
1912 TREET -~ ST. . 
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October 28, 1935 


ADVERTISING AGE 


ROPER ADDRESS 
IS DYNAMO TO 
SALES LEADERS 


Speakers Urge Aggressive 
Action by Business 


New York, Oct. 22.—After hearing 
all speakers at the National Sales 
Executives Conference, at the Bilt- 
more Hotel late last week, those in 
attendance left completely satisfied 
that the time is right to push for- 
ward their sales plans on a broader 
scale. 

Much interest was evinced in the 
talk by Secretary of Commerce 
Daniel C. Roper, entitled, “Statistical 
Facts for Sales Promotion,” given at 
the opening luncheon. 

At the conclusion of the confer- 
ence, sponsored by the International 
Association of Sales Executives and 
other organizations in conjunction 
with the Department of Commerce, 
Chester H. McCall, special assistant 
to Secretary Roper, outlined the de- 
partment’s work, with a view to 
making it more effective in aiding 
sales executives, 

Analyzing the present sales situa- 
tion, Secretary Roper pointed to 
three factual indicators of particu- 
lar significance. National income 
has continued to rise since 1933, 
broadening the release of national 
purchasing power; consumer confi- 
dence has steadily risen, and these 
two factors provide the impetus of a 
concrete sales psychology which as- 
sures the essential dynamic forces 
necessary to bring about a wide- 
spread expansion of sales activities. 


Business Going Up 


Secretary Roper estimated an in- 
crease of five to ten per cent in 
national income for 1935 over 1934, 
when, at $49,440,000, it represented 
a gain of 11 per cent over 1933. 
There is nothing on the horizon, he 
said, that indicates a reversal. 

“Income figures spell purchasing 
power and purchasing power means 
responsive markets,” the secretary 
said. “Take, for instance, agricul- 
tural income. Total farm cash in- 
come in 1934 was more than 47 per 
cent above that for 1932. For the 
first eight months of this year total 
farm cash income was nine per cent 
greater than for the corresponding 
period of 1934. 

“Retail sales in virtually every line 
of business have been moving 
steadily upward since the middle of 
1933. Indications are that retail 
sales of new passenger cars this year 
will be 35 per cent ahead of 1934, 81 
per cent above 1933 and 121 per cent 
higher than the low point in 1932. 

“Department stores, on the basis 
of the present trend, should attain 
this year a volume four or five per 
cent higher than in 1934 and 12 to 
14 per cent above the 1933 low. Sales 
of general merchandise in rural areas 
have been showing marked gains, 
figures for this year indicating a 
volume of 62 per cent above 1932 and 
only about 18 per cent under the 
boom year of 1929. 


Housing Activity Booming 


“The durable character of houses 
makes the need for new structures 
less urgent in periods of acute de- 
pression than the demand for food, 
clothing and similar objects of con- 
sumption. For the years 1932, 1933 
and 1934, the volume of residential 
building was approximately 10 per 
cent of the average of 1925, 1926 and 
1927. 

“Residential building for the first 
three-quarters of the year is 75 per 
cent greater than that for a similar 
period in 1934 and is larger than for 
any similar period during any year 
since 1931. 

“No single advertising medium has 
failed to make an advance in 1935,” 
Secretary Roper continued, citing 
sales figures for various media, 


for an achievement of the keynote 
of this conference—‘increased sales 
and profits in 1936.’” 

“The notion that the consumer 
knows what he wants and should 
have without the influence of selling 
and advertising is tragically mis- 
taken,” said Theodore K. Quinn, vice 
president, General Electric Company. 
“It forgets that wants are a part of 
education and beyond that, it as- 
sumes that everyone knows what 
there is to be had.” 

Speaking of air conditioning, and 
all the new “gadgets” for the insides 
of homes, he said that the way to get 
business is to build and show the 
new type of American home, and bet- 
ter means of financing complete 
homes. 


Otis Glidden Dies 

Otis E. Glidden, identified with a 
number of nationally known food 
and health products, and recently 
head of his own company at Evans- 
ton, Ill., died at Le Roy, N. Y., Oct. 
20, following an illness of several 
months. 


Joins John Blair & Co. 


E. F. Montgomery, formerly com- 
mercial manager of WCCO, Minne- 
apolis, has joined the sales staff of 
John Blair & Co., radio station rep- 
resentatives, Chicago. 


Bakers Hold a 
Lively Meeting; 
McClure Speaks 


Chicago, Oct. 24.—Rising prices of 
bread, attributed largely to process- 
ing taxes, gave the 38th annual con- 
vention of the American Bakers’ 
Association its leading topic this 
week. 

The association did some long-dis- 
tance dueling with Secretary of Agri- 
culture Wallace over the probable 
advance in bread costs. The bakers 
likened Secretary Wallace’s questions 
to the classic query: “Have you 
stopped beating your wife?” 

One authority expressed disappoint- 
ment at the measure of cooperation 
extended by flour millers, who re- 
cently established a promotion bu- 
reau. 

F. B, Evers, president of the Ameri- 
can Society of Bakery Engineers and 
American Bread Company, Nashville, 
Tenn., took the view that better 
bread is the main answer to bakers’ 
problems. 

One session was devoted to “To- 
morrow’s Merchandising,” with W. 
Frank McClure, executive vice-presi- 
dent of Critchfield & Co., Chicago 


agency, discussing “‘Tomorrow’s Ad- 
vertising.” Mr. McClure predicted 
that advertising of the future will be 
increasingly truthful and sincere. 
This will be due, not to government 
regulation, he asserted, but to the 
exhortations of earnest advertisers, 
agencies and publishers, who realize 
that the cornerstone of all advertis- 
ing is public confidence. 


Issue Survey on 
Electrical Appliances 


A survey of electrical appliances 
in the city of Chicago, and estimates 
on appliances in the United States, 
has been published by De Paul Uni- 
versity College of Commerce, Chi- 
cago. 

Undertaken at the request of the 
Federal Power Commission, the sur- 
vey was conducted by L. M. McDer- 
mott, head of the marketing depart- 
ment, College of Commerce, and 
compiled in cooperation with E. H. 
Lloyd, vice-president in charge of 
sales of Commonwealth Edison Com- 
pany, Chicago, Copies of the study 
are available from the university. 


Death Takes P. M. Bailey 


Percy M. Bailey, advertising man- 
ager, and one of the publishers of 
Pathfinder, died at his home in 
Washington, D. C., Oct. 16. He had 
been associated with the publication 
for 40 years. 


Ewald Named Head of 
Michigan Safety Drive 
Gov. Fitzgerald of Michigan has 
appointed Henry T. Ewald, president 
of Campbell-Ewald Company, Inc., 
Detroit, to serve as publicity direc- 
tor of a campaign to combat the ris- 
ing auto death toll in Detroit and 
other Michigan centers. The State 
Administrative Board has appropri- 
ated $5,000 for pamphlets and adver- 
tising promoting careful driving. 
Mr. Ewald has mapped a tentative 
campaign for which copy will be pre- 
pared in his agency without cost. 


Domino Times Sports 


Larus Brother & Co., Richmond, 
Va., have installed a scoreboard at 
the Richmond Stadium to advertise 
their Domino cigarettes. Known as 
the Domino Sports Timer, the board 
is topped by a Western Union clock, 
visible to both spectators and play- 
ers, which will be used as the official 
timer for all games played at the 
stadium this fall. 


“Esquire” Included 


Due to incomplete information 
furnished ADVERTISING AGE, Esquire 
was omitted from the list of publi- 
cations carrying the campaign of the 
All-Year Club of Southern California, 
reported in the issue of Oct. 7. 
Esquire figures prominently in the 
campaign, ADVERTISING AGE has 
learned. 


ANNOUNCING 


A new book of facts about the American market 


Grade A stores are, and where they are, by states. 


TIME 


The Weekly Newsmagazine 
, 135 EAST 42nd STREET 
NEW YORK CITY 


TIME recently published a series of folders reporting on volume of sales 
done by the biggest and best stores. These folders proved to be so much in 
demand that it was decided to publish the information more completely, and 
in book form. 


You will very probably find this book valuable to check against your own sales 
records and territories. It contains full information on 27 different types of 
retail outlets, showing, by charts and by figures, just how important the 


A copy will be sent to you on your request, with TIME’s compliments. 


“Selling psychology is certainly set 


4 i 
eS a ee 
ae 
role * 
coil 
’ * 
. — | ‘ 
c on 
1 es 
a i 
N | a a 
l- =) 
Ps ae 
L- P 
| i 
L, _—__ ie 
1 | : 
| ' 
e r 
© : C 
e- | . 
f | ie 
e Pave 
coo a 
Gan eee 
Pe ee a ie “ 
. 
» Re ’ 
‘ sonal iinet 
’ Visioneer sited, 
| ens 
, : ‘ : 
Lb Pav ee 
A Soherws 
Asie 
E sides Bas ha 
Pits S05) 2 ae < 
eet f-- 
{ oe aa 
ee 
r Re on ist y tl 
my aera 
; ere Wane 
’ ek a 
y me ie ‘eek 
: ab ee ae 
K Peper 
ey i 
Pal ae 
ee aH Be ‘ ‘ : SEES rR 
4 ne wo ee Wd ay fe eh, 
r potas : : ¢ Mie ee ie aoe 
¥ Eve 6 Fa + € ai Cys aah sy 
4 y aN : ae 
h ‘4 a OS ‘J 4 
x a fy i 
te oa : ‘ sc pee 
te i) . Re Rie Pg ty 
a are : ae, a ae 
nl z a“. es at x ‘5 ae ee eis, 
: o“ AE eR ae ee, 
si ec an a a “ Wee : eae aN 
- Pei 5 ie Sie ey tere Ear ath 
t i a Nat “Se eon oes bey me 
‘ : 4 as Ne VEN Sik a 
; inl . ~ ag . ee ee Esl Sy Sh 
by ui : : * 1 4 pes : y 
% > m fs mi f ; 
A 2 % sh i it 
Aes ee i‘ ea. 
. v eae a age oop ms 
B a os 4B es ety 
eee ue aes ae sc % : 
- Fe a <<, UR ey Yip s ~ mee ; mares Mall: 
. ES “a 2 a Set 
Br a oe” ie . ae 
Ree ee aie me ’ i . sae ete 8 
aie j Sao ~SS 4 Se 7D ee 
bs *% wey 7 7 ¥ CN 
> ¢ rth *~* a ‘as ve a Soy il 
. 3 ae a ™ a8 ene i “ 
“et SS re. 
Se ee se > SS bye te salina 
bi - Fig ; a era 
rag Ue “a ae ory i; fag 7 \ ie: 5 2 
ik te A Pe ee, es ae ores, . 
Y Pe ae Pi 2 aes : = 
oe eR y, Seen on “ < : UI ate 
ie ae acer Waa” Tord are Pree 
4 a 
7 SPOTTING THE GRADE #7@ DEALERS 
se ; : 2 3 
: 4 rs aS oe i ee a 
. Sahat ' 
' eee 
. 
- 
ss 
) rs 
t 
: - 
c 
c 
, 
. 
. 
‘ * 
| ‘ 
ee - 
| ae 
. 
J 
H 
y 
, 
ake : Mi eres ee eo ae aN gers Sea Spake sie, tei se une ees ied) SoD CNS Ae awe a re RU eae raed ce Pk a po O eamPgmemeata ters. POMS eat eer ae. ee ial 
saa 2 a ener th ie ae ey Wins! Heo Sole amie nae a Bee ne Sey Oy ae ee eu enna! jo yPede eg 8 oa Ia Ang Week Raw RES ge Ds ne. tala eet SSimerS Soest NM so 5S katt Pa oo ON CLARE SR 
BS 7. Sie hie none 7 ) le ame hs SX Te a mem rn sa IRI IT LI LS GSI ae ial SOE IE eal Ie SDA nC ONE ee oy ant UN Eo a a aM aCe ees a ARS Do Ye rs 
Ph es cg. Se eB SUN Nae sate shire. = a5 dace me tN REE oe Net Se a ee oe Ue aa ete Pa Eee Le sce AIT Get) Oni as ea gat oe. cana ae 2 ee! 2 MRC IRS eed Coed oy dap ce ite aa eg Gh I Ram Pe Pe en MEER ae If 255 oc, 5 Ce Oa oe Rea gah eel ok tS I on 
i eae Saas a es oR Ny de ae ta a Aton Mmmm os Ti ce ture 
: . NGS ae EN tn Te i ee Po ae ate gle AG RA pape or 8 Oe Prey ocak ane ee en) to sere \e omen ty ae ae ae eT PPE Se ES” ASN ie Seen rc RSE Roa ER Tr ace aR, NSS a anne arin Oo CO eee aad 
- ‘ks Ke ~ < a a ee. iy iePidide. “a LPN - ~’ Pare! * w @ ¥ i eo ~ hs ‘tan 7H A 22 Paw.” eS. Fs): ee a, i. = 


30 


ADVERTISING AGE 


October 28, 1935 


Court Supports 
Fawcett Use of 
Name ‘Mechanics’ 


New York, Oct. 22.—The U. S. Cir- 
cuit Court of Appeals at Philadelphia 
has reversed the previous decision of 
the U. S. District Court for the dis- 
trict of Delaware on an appeal taken 
by Fawcett Publications, Inc. against 
Popular Mechanics Company in con- 
nection with the former’s use of the 
title, Modern Mechanix and Inven- 
tions. 

The Circuit Court decision, coming 
after seven years of litigation be- 
tween these two publishers, gives 
Fawcett Publications, Inc., the right 
to use the descriptive and generic 
term “mechanics” on its magazine, 
Modern Mechaniz and Inventions. 

“Two of our own original titles, 
‘Battle,’ and ‘Screen,’ are being used 
by other publishers,” Roscoe Fawcett, 
general manager of Fawcett Publica- 
tions, Inc., said, in commenting on 
the ruling. “We have never resented 


this because they are used in com- 
bination with other words that pre- 
vent confusion, just as we used the 
words ‘Modern’ and ‘Inventions’ to 
prevent confusion with Popular Me- 
chanics. There are nearly twenty 
different magazines using the word 
‘detective’ as part of their titles and 
the same is true of the words ‘west- 
ern,’ ‘radio,’ ‘American,’ ‘Canadian,’ 
‘Screen,’ and ‘Popular.’ ” 

The court in giving its decision 
held that Fawcett Publications, Inc., 
had as much right to use the com- 
mon word “mechanics” in its title, 
Modern Mechanix and Inventions, as 
did Popular Mechanics Company in 
its title Popular Mechanics. 


Follows Up Samples 


The Climalene Company, Canton, 
O., following up a recent sampling 
campaign among Chicago homes, dis- 
tributed 500,000 coupons in Chicago, 
each coupon a check for ten cents on 
the Climalene Company. The house 
wife, by presenting the coupon at 
her grocer’s, obtained free of charge 
a ten-cent can of Bowlene or a ten- 
cent credit on a regular size can of 
Bowlene or a package of Climalene. 


Back in the fifties, bath tu 


Physicians Once Banned Bath Tubs 
as Unhealthtul 


bs were considered luxuries 


and “undemocratic vanities.” In medical journals, several 
learned medicos pronounced them unhealthful. 

A lot of water has passed over the dam and out through 
the tub drain since then—but we just happened to see 
the item and thought it had a point in Advertising Age 
columns. 

What point? 

None other than the original conclusion that the world 
do move. Time was, too, when Ad-Electros were unknown 
—and were pronounced impractical by men who should 
have known better. As might be said for 
Stereotypes, Nickeltypes and Matrices. 

Aren’t you downright tickled we are up to 
the tile-lined shower bath in Advertising per se? 


Partridge & Anderson Company 


Electrotypes - Nickeltypes - Stereotypes - Matrices - - 712 Federal Street, Chicago 
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These charts, prepared by Media Records, Inc., show how total and general newspaper advertising has fared, 
month by month from January, 1928, through September, 1935, in 52 cities. 


CORONAS HAVE 
NEW KEYBOARD 
FOR CHILDREN 


(Picture on Page 35) 

New York, Oct. 24.—A sensational 
new development in typewriter man- 
ufacture, the Keller Animal Key- 
board, which ties in with childhood 
interest in animals and colors, is to 
be made available with Corona port- 
ables. 

The animal keyboard was designed 


of learning to type that is both scien- 
tific in principle and a source of 
pleasure to children as young as five. 

The principle is simple: each group 
of letter-keys struck by one finger 
under the touch typewriter system is 
identified by a whimsical animal and 
a color. The finger that strikes these 
keys is identified by an adjustable 
finger ring bearing the corresponding 
animal and color. Each key bears a 
letter, also, but it is intentionally 
subordinated in size and visibility to 
the animal. 

Thus, as the child is told by gay 
little verses in the accompanying 
book of instructions, “My Corona 
Typewriting Book,” 

“Little Birdies you can see 
Perched on q and a and z. 
“Little Doggie comes out next 
Guarding w, s and x.” 

And so on, through the animal 
groups. The thumb, wearing the ele- 
phant ring, strikes only the elephant- 
decorated space bar. 


Correct Fingering Becomes Habit 


By this vivid and appealing asso- 
ciation of animals and colors, cor- 
rect fingering becomes subconscious 
and automatic and habits are estab- 
lished which will make typing easier 
and faster through the years to come. 

“My Corona Typewriting Book,” a 
45-page book which is included in 
the purchase of the animal key- 
board-equipped Corona, is gaily illus- 
trated in color with fairy-tale figures 
and animals, and contains typing in- 
structions, an elementary vocabulary, 
play exercises for primary children 
and sample letters a child might 
write to playmates and relatives. 

Any of the Corona models, Corona 
Standard, Corona Sterling and Co- 
rona Silent, may be equipped with 
the animal keyboard, which is sold, 
with a set of nine finger rings and 
a copy of “My Corona Typewriting 


yond the standard price of each of 
the models. 

Newell-Emmett Company, Inc., 
New York, handles advertising of 
L. C. Smith & Corona Typewriters, 
Ine. 


G-E Starts New Program 


General Electric went on the air 
Oct. 20, with “Matt Clemens, the 
Melody Master,” a new program for 
incandescent lamps, The broadcasts 
will be heard each Sunday at 11 
p. m., EST, over a restricted 14 sta- 
tion hook-up on the NBC Red Net- 
work. Batten, Barton, Durstine & 
Osborne, Inc., is the agency. 


Book,” at a slight additional cost be- 


New G. O. A. Book 


General Outdoor Advertising Com- 
pany, 1 W. 25th St., New York, has 
ordered a re-run of its latest booklet, 
“G. O. A. Presents Its Poster Service 
of Today,” a study of the compara- 
tive value of modern G. O. A. poster 
advertising with that of five years 
ago, in order to fill requests for 
copies. The booklet is available with- 
out charge. 


Chaffee to CBS 


Robert E. Chaffee has joined the 
sales staff of Columbia Broadcasting 
System, Chicago. He was formerly 
with The Chicagoan. 
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SOMETHING 
NEW 

IN RADIO 

SERVICE! 


HREE successful entertainment media 
combine to create a service unique 
in radio history! New York's WHN, 
Metro - Goldwyn - Mayer Pictures, and 
LOEW'S world-wide circuit of theatres! 


sincer) c Sincerity of purpose has 
brought WHN from ob- 
scurity to leadership in local popularity! 


S nice! WHN boasts a skilled pro- 

duction staff with first call 
on unequalled talent sources...WHN 
Artists’ Bureau, Wm. Morris Agency, 
M-G-M Studios and Loew's Theatres. 


WHN 


LOEW'S STATE THEATRE BUILDING 
B'WAY & 45th ST., NEW YORK, N. Y. 
1010 KILOCYCLES 1000 WATTS 
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B. A. GRIMES, OF 
‘PRINTERS’ INK,’ 
TAKEN BY DEATH 


New York, Oct. 23.—Bernard A. 
Grimes, a member of the editorial 
staff of Printers’ Ink since 1922 and 
news editor since 1926, died suddenly 
of acute indigestion yesterday. He 
was 39 and unmarried. 

It was characteristic of his self- 
sacrificing nature, fully understood 
by only a few intimate friends, that 
he had said nothing about failing 
health to his associates, although he 
prepared his own obituary about two 
months ago. 

He worked as usual yesterday 
morning. About noon, G. A. Nichols, 
editor, was so alarmed to hear Mr. 
Grimes complain of feeling ill that 
he insisted on accompanying him to 
a physician at once. Mr. Grimes col- 
lapsed in the physician’s office, dying 
before an ambulance, hastily sum- 
moned, could reach the office. 

The night before, Mr. Grimes at- 
tended the opening of the advertising 
and selling course of the New York 
Advertising Club, which, as a mem- 
ber of the educational committee, he 
had helped to plan. 

While talking to a youthful student 
before the opening of the session, he 
was impressed with the fact that the 
tuition might strain the means of 
some ambitious youngsters. Wishing 
to help the young people in his own 
organization, he telephoned Roy Dick- 
inson, president of Printers’ Ink, and 
got his promise to pay half the tui- 
tion of all junior members of his 
organization who enrolled. 


Tells of War Years 


Mr. Grimes’ self-written obituary 
had little to say about himself. He 
had served in Washington on the 
staff of the Provost Marshal during 
the early days of the war, and the 
obituary tells details of the draft 
which were known to few others be- 
sides himself. He was the man who 
filled the bowl with sealed capsules 
from which President Wilson made 
the first drawing. 

Apparently with the thought this 
information should be published, Mr. 
Grimes left a message that the obitu- 
ary be given to Herbert Stephen, 
former advertising columnist of the 
New York Post and a close friend, 
“who would know what to do with 
it.” Mr. Stephen, also an ex-service 
man on Washington duty, had often 


DIES SUDDENLY 


A recent snapshot of Bernard A. 
Grimes taken in his office. 


discussed war experiences with him. 

Unassuming and somewhat re- 
served but possessed of a big capacity 
for genuine friendliness and a con- 
structive, intelligent interest in ad- 
vertising which was quickly recog- 
nized and appreciated, Mr. Grimes 
made many friends. Other advertis- 
ing journalists admired him not only 
for the quality of his work and his 
professional integrity but for his 
sportsmanship. 

Mr. Grimes was a member of the 
Advertising Club of New York, Pub- 
licity Lodge, A. O. A. M. 1000, the 
Advertising Men’s Post of the Ameri- 
can Legion and the Dirt Trail Club 
of Ossining. 


Lieber Plans Expansion 


Lieber Brewing Corporation, In- 
dianapolis, Ind., maker of Lieber 
Lager, has reorganized its sales de- 
partment, with R. J. Mahoney as 
sales manager and H. L. Crawford as 
merchandise manager. Plans call for 
rapid extension of distribution, which 
heretofore has been confined to 
Indiana and adjoining states. 


Drugcraft Appoints 


Drugcraft, Inc., New York, has ap- 
pointed White-Lowell Company, Inc., 
for advertising of Val-o-gar and Hem- 
rocol, medicinal preparations. Plans 
call for immediate opening of metro- 
politan New York territory, to be fol- 
lowed by more extensive distribution 
and advertising. 


Haydon Named “Rep” 


H. J. Snell, publisher of Druggists 
Circular, National Painters Magazine 
and Oil, Paint € Drug Reporter, has 
appointed C. H. Haydon as represen- 
tative in Chicago territory. 


Donations Not 


Advertising, Is 
Court’s Belief 


Washington, D. C., Oct. 22.— The 
Washington Star on Monday was re- 
fused a review of the decision which 
in effect disallowed its claim for de- 
duction of contributions to the com- 
munity chest when computing its 
taxable net income. 

Special attention was directed to 
the case inasmuch as the Star con- 
tended that the contributions of $20,- 
000 and $25,000 as made to the com- 
munity chest in 1929 and 1930 were 
good advertising and good publicity 
and hence belonged in the promotion 
expenses. 

The brief filed stated that the 
board of directors felt that the con- 
tributions would “help materially in 
promoting the prestige which the 
Star enjoys in Washington and it 
was the viewpoint of the business 
management that it would further 
the interest of its advertising and 
promote increased circulation.” 

The Commissioner of Internal Rev- 
enue denied the contention and an 
appeal was taken to the Board of 
Tax Appeals which held that the con- 
tributions were ordinary and neces- 
sary expense. The government, how- 
ever, appealed to the District Circuit 
Court of Appeals which revoked the 
ruling of the Board of Tax Appeals. 
The Star carried it to the Supreme 
Court for review. 

The Star set up the contention in 
its brief that “it abstains from spend- 
ing money for direct solicitation 
through advertising by posters, radio, 
circulars and the like. Its method 
of advertising and promotion is to 
contribute to and to promote in every 
way the interests of the community 
and to be helpful to all causes 
deemed beneficial to the community, 
not only with editorials and news 
support but with its organization and 
money.” 


Dr. Klein Organizes Firm 


Dr. Julius Klein, former assistant 
secretary of commerce, and Julien 
M. Saks, his assistant for the past 
few years, have organized the firm of 
Klein & Saks, New York, marketing 
and management consultants. 


Gerber & Crossley Named 


Blumauer-Frank Drug Company, 
Portland, Ore., has appointed Gerber 
& Crossley, Inc., Portland, to handle 
advertising of its Purola line of me- 
dicinal specialties and toilet prepara- 


tions. 


Names R. F. Leighton 


R. F. Leighton has been appointed 
export advertising manager of Tide 
Water Oil Company, New York, to 
succeed Walter Sauer, who has been 
promoted to the position of assistant 
to Fred B. Henderson, advertising 
manager. 


Dickey to Reincke-Ellis 


Roy Dickey, previously with the 
New York office of Batten, Barton, 
Durstine & Osborn, Inc., and Erwin, 
Wasey & Co., has joined the creative 
staff of Reincke-Ellis-Younggreen & 
Finn, Inc., Chicago. 


Picks Up WCKY Programs 


L. B. Wilson, president and general 
manager of station WCKY, Cin- 
cinnati, O., has granted permission 
for programs originating in the 
WCKY studios to be rebroadcast 
through station WHBU, Anderson, 
Ind. 


Newmark Starts Agency 


J. H. Newmark, for more than 20 
years in the advertising and sales 
departments of General Motors and 
Durant, and later head of a New 
York agency, has opened an agency 
at 528 Lincoln Rd., Miami Beach, Fla. 
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TRUE TO LIFE 4N> UN-RETOUCHED 


It's a wise buyer who spends a little more for. photography and avoids expensive retouching. A 
good photo brings out the details clearly, glorifies the product, and maintains realism by eliminating 
the "wash drawing" effect of a highly retouched photo. . . . It costs no more in the long run, probably 


less, to use Shigeta-Wright illustrations, whether you're running in low-priced trade journals or five-figure 


national magazines. Call or write for quotations. 
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CONSUMER HAS 
CHANGED, ROST 
TELLS MEETING 


New York, Oct. 24.—The successful 
advertiser of 1936 must realize he 
has a new type of consumer with 
whom to deal and he must also be 
prepared to adjust himself to greatly- 
changed conditions at a moment’s 
notice, O. Fred Rost, marketing edi- 
tor of Business Week, said in a key 
address at the two-day marketing 
conference held here this week under 
the direction of the American Man- 
agement Association. 

“Through the influences of the de- 
pression, Mr. and Mrs. Consumer 
have become post-graduates in the 
art of buying,” said Mr. Rost. “They 
have a better knowledge of the qual- 
ity of merchandise and are decidedly 
better judges of values than they 
were before. 

“Through the advertising activities 
of some manufacturers, large depart- 
ment stores and mail order houses, 
the public has become interested in 
standards of merchandise, and I be- 
lieve that trend is growing and will 
be capitalized by manufacturers of 
goods that can be standardized in 
quality, texture, finish, etc. 

“The recent appointment by the 
President of a so-called ‘Consumers’ 
Cabinet’ indicates that our present 
government is going to take a stead- 
ily increasing interest in the con- 
sumer’s viewpoint as it relates to the 
quality of products, the manner in 
which they are advertised, and the 
prices at which they are sold. 


Wants New Things 


“It appears that more than ever 
before, the public is interested in 
new styles, new designs or entirely 
new products. Manufacturers of con- 
sumer goods will find it easy to cash 


_ in on the present trend of rapidly 


growing consumer buying if they 
stimulate interest in their line 


through new products, or redesigned 
old products, or new packages.” 

The factors which will influence 
marketing in 1936 are just now tak- 
ing shape, Mr. Rost said. Export 
markets will be re-shaped by the suc- 
cess or failure of the attempts of 
foreign governments to control eco- 
nomics and by events such as war. 

The administration’s reference to 
the “sterile accumulations of corpora- 
tion surplusses” makes one of the 
uncertainties on the domestic front, 
Mr. Rost pointed out. 

“Those who think the breathing 
spell is a preparation for a major 
operation on these surplusses,” he 
said, “have decided, in some in- 
stances, to anticipate the ax by spend- 
ing some of their liquid surplusses 
in plant extensions, modernization 
and new machinery. 

“Others, with plants as fully de- 
veloped as seems desirable, are pro- 
posing to invest in building more 
customer good will through greatly 
increased appropriations for adver- 
tising, sales and service activities.” 


Court Permits Chain 


Tax Ruling to Stand 


The United States Supreme Court 
has allowed a Wisconsin Supreme 
Court decision, holding invalid the 
state graduated income tax on gross 
incomes derived from chain stores, 
to stand. 

The court declined to pass on the 
controversy which arose when Wad- 
hams Oil Company, operator of 120 
service or filling gasoline stations in 
Wisconsin, challenged the tax. The 
Wadhams Company declared the 
chain tax did not apply to its filling 
stations and asserted that if the tax 
was held to apply to filling stations, 
it was discriminatory and unfair and 
therefore unconstitutional. 


Dye Firm Picks Reach 


Paas Dye Company, Newark, has 
appointed the Chas. Dallas Reach 
Company. The campaign in prepara- 
tion will include radio, newspapers 
and trade papers. 


Randall Appointed 


Detroit Seamless Steel Tube Com- 
pany has placed its account with 
Fred M. Randall Company, Detroit. 


A NC NEI ER TLEI TE HBT AN a 


Frank Irving Fletcher 


... having disposed of his interest in 


Fletcher & Ellis, Inc., and severed his 


business relations 


with that agency, 


announces his resumption of in- 


dependent free-lance activities and 


the opening of his new offices at 


g East goth Street 


Noew York 


ELDORADO 5-4740 


SALES MANAGERS 
FORM NEW GROUP 


New York, Oct. 23.— Taking ad- 
vantage of the fact that the largest 
number of sales executives would be 
assembled in New York in several 
years and that optimistic business 
trends favor the move now, a meeting 
was held last week to form the 
nucleus for the National Federation 
of Sales Executives. 

Various leaders in the field had 
discussed the move informally on 
numerous occasions in the past few 
years. The purpose is to create a 
national voice for sales executives. 
The action just taken had as one of 
its forerunners the formation of the 
International Association of Sales 
Executives last June, one of the ob- 
jectives of which was the fostering of 
a national body. 

At the meeting, discussion de- 
veloped on whether to build a mem- 
bership by including members of 
existing sales executives clubs or to 
let the federation be composed of in- 
dividuals. A resolution unanimously 
adopted by those present chose the 
latter plan. 

Elected as temporary chairman 
was Raymond Bill, editor of Sales 
Management. Those attending the 
meeting became charter members. 
They are: 


Founder Members 


Edgar Kobak, National Broadcast- 
ing Company; William Ingersoll, 
American Marketing Society; Saund- 
ers Norvell, Ingersoll & Norvell; 
Kenneth Goode, Biow Company; 
Alvin Dodd, American Management 


Association; Frank M. Surface, 
Standard Oil Company of New 
Jersey; Paul Ryan, vice-president, 


Sales Executives Club of New York; 

J. H. Moore, London House, Ltd.; 
Merrill Sands, Dictaphone Corpora- 
tion; J. W. Johnson, Dennison Mfg. 
Company; Harry J. Taillie, Rochester 
Sales Managers Club; W. A. Burdick, 
Rochester club; Arthur C. Port, 
Haines Knitting Company; Allen 
Zoll, president, International Associa- 
tion of Sales Executives; 

H. Boyd Brown, Philco Radio Cor- 
poration; Charles Murphy, Advertis- 
ing Federation of America; J. C. 
Aspley, Dartnell Corporation; Bevan 
Lawson, Dictaphone Sales Corpora- 
tion; Prof. Hugh E. Agnew, National 
Association of Marketing Teachers; 
Arthur W. Logan, Butler Brothers; 
Ben Lichtenberg, Association of Na- 
tional Advertisers; 

Joe Dawson, Tracy-Locke-Dawson, 
Inc.; Chester H. McCall, United 
States Department of Commerce; 
P. O. Ferrel, Real Silk Hosiery Mills; 
Curt A. Wessel, Radio Weekly; 
William A. McDermid, William A. 
McDermid & Associates; H. G. 
Weaver, General Motors Corporation; 
and E. A. Williford, National Carbon 
Company. 


Plan Printing 
Research Work 


New York, Oct. 24.—At a meeting 
here last week the membership of 
the National Printing Equipment As- 
sociation approved the plan for estab- 
lishing a research foundation to serve 
the graphic arts industry through the 
study of profitable ways of using 
printed advertising and the dissemi- 
nation of the information to the in- 
dustry and to advertisers. 

As projected, the plan involves the 
expenditure of $85,000 a year for a 
trial period of three years. The Na- 
tional Association of Paper Manufac- 
turers and the National Association 
of Printing Ink Manufacturers will 
be asked to join in the underwriting. 

Joseph Mackey, Mergenthaler Lino- 
type Company executive, is president 
of the association. 


Returns to Gardner 
Howard L. Spohn, for many years 
an executive of the Gardner Adver- 
tising Company, New York, and more 
recently engaged in merchandising 
and counselling activities, has re- 
turned to that agency. 


The rates for this department are as follows 


“Help Wanted” 
charge $1. 


and 


All other classifications (single insertion rates): 


per in., $4.75; 4 to 6 in., per in.; 
per in., $4.00; 13 to 15 in., per in., 
contracts. 


“Situations Wanted,” 30 cents a line, 


$3.75. 


minimum 


% inch, $2.75; 1 to 3 in, 
to 9 in., per in., $4.25; 10 to 12 in, 
Write for discounts on term 


HELP WANTED 


PHOTO-OFFSET 


Experienced market research inter- 
viewers, men and women, in leading 
cities except New York and Chicago. 
State age and qualifications, mention- 
a research experience in some de- 
ail and give references. Box 643, 
ADVERTISING AGE, New York. 


BUSINESS OPPORTUNITIES 


WANTED—TRADE PAPER 
Experienced publisher, limited capi- 
tal, will buy trade or class journal. 
Name on request. Confidential treat- 
ment assured. 

Box 644, ADVERTISING AGE, 
New York. 


MULTIGRAPHING— 
MIMEOGRAPHING 


Small orders or large runs at rea- 
sonable rates. Addressing and mail- 
ing. Rush orders delivered promptly. 
Careful, accurate work. Rugere, Room 
1136, 55 W. 42nd St., New York. 
PEnnsylvania 6-5970. 


SAVE TYPESETTING and ENGRAV. 
ING COSTS BY PHOTO-OFFSET, 
most economical printing process. 
Reproductions of sales letters, price 

lists, bulletins, pamphlets, illustrated 
advertising literature, diagrams, etc, 

600 COPIES—$2.50 

Additional hundreds—20c. 

Samples on request. 
LAUREL PROCESS, 480 Canal St., N.Y, 
a 


OFFICE EQUIPMENT 


OFFICE MACHINERY AT HALF 


Write for Free List of 
Typewriters, Addressographs, 
Duplicators, Folders, 
Dictaphones, and Supplies 


PRUITT, INC., 528 Pruitt Bldg., CHICAGO 


Texas Admen 


Rally Forces 
For Tax War 


San Antonio, Tex., Oct. 24.—Plans 
for a vigorous campaign against a 
proposed bill to be presented to the 
second special session of the Texas 
Legislature, now meeting in Austin, 
which would place a three per cent 
gross tax on all forms of advertis- 
ing, are being arranged by agencies, 
media and others affected by such a 
tax. 

The bill is an outgrowth of one 
which was to have been offered at 
the first special session. It pro- 
posed to include outdoor advertising 
among luxuries and to place a two 
per cent gross tax on this medium. 
This proposal was abandoned fol- 
lowing vigorous opposition from 
the outdoor advertising men of 
Texas, and it is now proposed to 
offer the new bill, one devoted ex- 
clusively to advertising, in its place. 
Terms of the bill would place the 
collection of the tax upon the 
medium. 

The tax is one which will be of- 
fered as a means of raising old age 
pension and other funds. 


New York B. B. B. Elects 


Trowbridge Calloway, head of the 
investment house of Calloway, Fish 
& Co., and a former president of the 
Investment. Bankers Association of 
America, has been elected president 
of the Better Business Bureau of 
New York City. Mr. Calloway suc- 
ceeds George W. Hodges, who died 
last month. 


Named by Pennzoil 


The Pennzoil Company, Oil City, 
Pa., has appointed the Cleveland 
office of Fuller & Smith & Ross, Inc., 
for its advertising. E. E. Johnson, 
John Saltz and E. J. Martin, now 
associated with Pennzoil, will join 
the staff of Fuller & Smith & Ross 
Jan. 1. 


Resume “Rubber Review”’ 


Babcox Publications, Akron, O., 
have announced that India Rubber 
Review will resume publication in 
January, 1936. A pocket size monthly, 
the paper will be mailed to execu- 
tives, superintendents and chemists 
of rubber manufacturing plants. 


Buys Outdoor Property 


United Advertising Corporation, 
New York, has acquired all the 
plants and poster panels of McPhee 
& Fernandez, Oldtown, Me. The 
property will be operated by the 


Bangor, Me., branch under the dis- 
trict management of M. H. Van Dyk. 


Mars Candy to 
Give Horse As 


Contest Prize 


Chicago, Oct. 25.—Declared the first 
offer of its kind to be made in an ad- 
vertising contest, a race horse will 
be given as first prize in a competi- 
tion to be launched Monday by Mars, 
Inc., Chicago, maker of the Milky 
Way bar and other candies, on its 
radio program, “The Milky Way 
Winners,” over WGN. 

The contest winner will be given 
ownership of a thoroughbred colt, 
valued at several thousand dollars. 
In addition, for one year, the com- 
pany will train the horse, feed, 
stable, transport, and nominate it for 
all leading races. Any purses won in 
races will go to the new owner. 

The Mars radio program, built 
around the adventures of running a 
racing stable, started a month ago 
on a 13-week run. Network broad- 
casting is a possibility, dependent on 
results of the contest and program. 

Mrs. Ethel B. Mars, owner of one 
of the largest strings of horses in the 
country, and president of the candy 
firm, purchased 30 horses for $130,000 
at Saratoga Springs, N. Y., a month 
ago, and has “earmarked” four of 
them for advertising purposes, 
George W. Davis, Chicago, who has 
the Mars radio account, stated here 
today. 

The horse to be offered in the con- 
test, which will end Nov. 30, was 
sired by Stimulus, who won $60,000 
as a two-year old. The contest will 
involve submitting a name for the 
colt, each entry to be accompanied 
by two Milky Way wrappers. “Com- 
mercial” names will be barred, in 
line with the tradition of naming 
racehorses. 


Made President of Grove 

Harry B. Goldsmith, for the past 
three years vice-president and gen- 
eral manager of Grove Laboratories, 
Inc. St. Louis, has been elected 
president of the company. He suc- 
ceeds John R. Shepley, vice-president 
of the St. Louis Union Trust Com- 
pany, who resigned the pnesidency, 
but continues as a director. 


Architects Use “Fortune” 

Proudfoot, Rawson, Brooks & Borg, 
architects, Des Moines, Ia., are plan- 
ning a test of one-eighth page space 
in Fortune. Cole’s, Inc., Des Moines, 
is in charge. 


Launch “Shoe Digest” 

The Health Shoe Digest, published 
at 210 Lincoln St., Boston, Mass., 
made its appearance with the October 
issue. It will be devoted to the 
health shoe market. 
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BIG SEND-OFF IS 
SCHEDULED FOR 
VICTOR LIBRARY 


(Continued from Page 1, Col. 2) 


Country. Meantime, Red Seal record 
advertising is appearing monthly in 
American Mercury, The Nation, New 
Yorker, and Scribner’s. 

RCA’s other advertising, for rec- 
ords only, and using both magazines 
and newspapers, will feature a new 
album each month. 

Dealer cooperation both in its pub- 
lished advertising and in providing 
direct mail aids is assured by the 
company in a merchandising agree- 
ment signed with each dealer taking 
one or more units of the Victor Li- 
brary of Recorded Music and the 
RCA Victor D-22. 

In this contract, the company 
agrees to list the name of the dealer 
or store in its advertising in the 
November and December issues of 
Country Life and Town and Country 
and in the December and January 
issues of Esquire and Fortune. For 
each additional library and D-22 over 
one, the store’s name will be listed 
for two additional months in each of 
the four magazines, up to but not 
exceeding six consecutive months. 

In addition, the name of the store 
will be mentioned in the RCA Sun- 
day afternoon radio program at least 
once over one or more stations. The 
company will prepare and mail at 
no cost to the dealer a four-unit di- 
rect mail campaign to 50 prospects, 
and for each unit purchased over 
one, a campaign to 50 additional 
prospects, names to be furnished 
either by the store or by RCA Victor. 


Gives Further Mention 


The company agrees further to ad- 
vertise the library and D-22 in the 
November, December and January 
issues of National Geographic and 
The Stage and monthly thereafter at 
the discretion of RCA Victor. 

Additional direct mail campaign 
units, four pieces to 50 prospects, 
over and above the number to which 
the initial order entitles the dealer 
are offered by the company at $20 
per unit, this sum to be rebated with 
the purchase of additional libraries 
and D-22’s. 

An eight-page promotion piece for 
dealers contains a full list of the 50 
newspapers being used and a circu- 
lation breakdown by states on the 
six magazines in which the library 
copy will appear. 

Victor’s new “Higher Fidelity Re- 
cording” is stressed in most of the 
magazine and newspaper copy for the 
Red Seal record campaign. 

“The Record Library,’ Thomas 
Joyce, advertising manager of the 
RCA Victor Company, told ADVERTIS- 
Inc AGE, “is a tangible indication of 
what we think of the future of the 
record business.” He revealed that 
although the company’s record busi- 
ness for 1934 was 51 per cent ahead 
of 1933, the volume of its record busi- 
ness so far this year is already 68 
per cent ahead of the entire year of 
1934. 

Copy will present the record li- 
brary as “the world’s first ‘anthology’ 
of music,” offering to the modern 
music lover something akin to “what 
Dr. Eliot’s Five-Foot Book Shelf is to 
the booklover, or a great encyclope- 
dia to the the seeker after knowl- 
edge.” It embraces every category 
of music, including jazz. Twenty 
years of work toward this objective, 
according to RCA Victor, was invali- 
dated by the introduction of electri- 
cal recording. In starting over again, 
it was necessary to abandon all rec- 
ords made prior to the electrical era. 

A special “jury” selected the 461 
records as constituting the music 
which should be in every cultured 
home. With each library is included 
the Victor Book of the Symphony, 
the Victrola Book of the Opera, and 
a four-way index classifying the 
library records by number, composi- 
tion, composer and artist. 

Well-known persons’ opinions of 
the Victor Library of Recorded Mu- 


sic will be featured in the advertising 
campaign. Among those who will 
commend the library will be John 
Erskine, author and pianist, and M. 
Lincoln Schuster, of Simon and 
Schuster, publishing house. 

Much of the copy for the D-22 is 
likely to be built around the so-called 
Dynamic Amplifier, which the mak- 
ers assert gives gradations of tone 
from the faintest whisper to the full 
crescendo of a great symphony or- 
chestra, “with a fidelity of tone never 
before available in a home instru- 
ment.” 

In addition to the Magic Brain, the 
Magic Eye visual tuning device, 22 
metal tubes and all other advanced 
features of the new RCA Victor radio 
receivers, the D-22 is equipped with 
automatic record-changing mech- 
anism for sustained operation and at- 
tachments for making one’s own rec- 
ords or recording radio programs. 


Seven Hundred 
Turn Out for 
Boston Course 


(Picture on Page 35) 


Boston, Mass., Oct. 23.—The Boston 
Advertising Club’s 1935-36 course of 
30 lectures on advertising got off to 
a flying start last night, when 700 
attended the first meeting to hear an 
address by Allyn B. McIntire, vice- 
president of Pepperell Mfg. Company, 
president of the club, and president 
of the Association of National Adver- 
tisers. 

Mr. MclIntire covered various 
phases of an advertising manager’s 
work. He urged that advertising 
managers carefully study the meth- 
ods used by media in obtaining cir- 
culation. 

Market research, he declared, is a 
phase of the advertising manager’s 
work that is growing in importance, 
In the course of his remarks, Mr. 
McIntire made a spirited defense of 
the integrity of advertising, and its 
principal media. 

More than 150 non-members of the 
club have already signed up for the 
course, paying $10 each for tuition. 
The course is free to members. At 
its completion, “Dean” Arthur M. 
Sherrill, of Liberty, chairman of the 
club’s educational committee, will 
conduct examinations, and give di- 
plomas. Each of the speakers will 
receive a testimonial. 

Because of their business promi- 
nence, the group of advertising lead- 
ers who will be heard during the 
course has been named “The Million 
Dollar Faculty,” by club members. 

In years past the Boston Advertis- 
ing Club held weekly forums of an 
educational nature. The attendance 
averaged around 25, sometimes more, 
and often less. They were free. This 
year, it is expected that 200 will pay 
$10 each for the course. Last night’s 
attendance was the largest ever had 
at a regular meeting of the club. 


General Foods Earnings 
for Quarter Show Drop 


General Foods Corporation and 
subsidiaries, for the three months 
ending Sept. 30, has reported net 
earnings of $2,907,715 after all 
charges and provision for income 
taxes, as compared with net earnings 
of $3,149,022, for the corresponding 
period last year. Earnings of the 
first nine months of 1935 were 
$8,770,437, while earnings for the 
same period of 1934 were $9,031,734. 

Price reductions on certain of the 
company’s products are considered 
to have been a factor in the lowered 
profit. 


WHO Starts New Service 


Station WHO, Des Moines, Ia., has 
organized a merchandising depart- 
ment under the direction of Harold 
W. Fulton, previously with the adver- 
tising departments of the Register- 
Tribune, and later, with Chevrolet 
Motor Company, and Iowa Broadcast- 
ing Company. 


George Bijur Resigns 
George Bijur has resigned as di- 
rector of sales promotion of the Co- 
lumbia Broadcasting System, effec- 
tive Nov. 25, to establish a marketing 
and advertising consultation service 
at 110 W. 40th St., New York. 


ALN. A. ANNUAL 
MEET SET FOR 
OPENING TODAY 


(Continued from Page 1, Col. 3) 
mediums and the devising of more 
scientific guides through research for 
the purchase and use of space. 

Commenting on the messages to be 
delivered at the meeting, Allyn B. 
McIntire, Pepperell Mfg. Company, 
president of the A. N. A, said: 

“Some have the feeling that this 
talk about consumer ill will has been 
overdone. Yet there is, I think, a 
dangerous amount of resentment, re- 
sentment based upon a misunder- 
standing on the part of consumers 
toward nationally advertised brands. 

“This is just as vital a subject to 
publishers and to advertising agen- 
cies as it is to the advertisers them- 
selves.” 

Business sessions will get under 
way the morning of Oct. 28 with re- 
ports of officers and committee 
chairmen. The afternoon session 
will be departmentalized by media, 
magazine and newspaper, outdoor 
and window display, radio, and di- 
rect mail making up the four groups. 
The evening will be devoted to a 
round table discussion of the motion 
picture medium, 


Brass Tacks Talks 


The election of officers will pre- 
cede a diversified program arranged 
for Oct. 29. Albert L. Cole, Popular 
Science Monthly, will discuss space 
buying. 

Harold Thomas, The Centaur Com- 
pany, will report on resale price 
maintenance laws, and will be fol- 
lowed by Ken R. Dyke, Colgate-Palm- 
olive-Peet Company, who will tell of 
the progress being made on the 
study of copy testing under the di- 
rection of the Advertising Research 
Foundation. 

I. W. Digges, counsel to the A. N, 
A., will talk on how advertisers can 
best protect themselves against 
suits for piracy of ideas. 

At luncheon members will be di- 
vided into eight industrial groups, 
which will be kept intact for after- 
noon sessions. 

The first speaker on the Wednes- 
day open session will be Laurence 
Meads, International Printing Ink 
Company, who will visualize the fu- 
ture uses of color in advertising. 
Other speakers and their subjects 
are: 

H. A. Haring: “A Yardstick to 
Take the Guess out of Marketing.” 
Effie Raitt, president, American 
Home Economics Association and 
head of the Department of Home 
Economics of the University of 
Washington: “What Business Should 
Do to Remove Consumer Suspicion.” 

Malcolm P. McNair, professor of 
marketing and director of research, 
Graduate School of Business Admin- 
istration, Harvard University: “The 
Right to Advertise.” 

Following these speakers, President 
McIntire will present a research 
project to establish the definition of 
markets on a_ nation-wide basis, 
which is being planned as the most 
comprehensive study of trading areas 
ever undertaken. 


Much Entertainment 


To provide an opportunity to re- 
lax from the long sessions and to 
make the social contacts which are 
a feature of A. N. A. meetings, three 
entertainments have been scheduled. 

The first, a buffet supper and re- 
ception the evening of Oct. 27, at 
the Ambassador Hotel, where the 
meeting is to be held, will be open 
to members only. 

Members’ will entertain their 
guests the evening of Oct. 29 at a 
private Monte Carlo, awarding prizes 
for the biggest winner of the play 
money which will be provided. 

The annual banquet will be staged 
Oct. 30. The one speaker, Willard 
M. Kiplinger, Kiplinger Washington 
Agency, will precede a long program 
of star entertainment, followed by 
dancing. 


Chain Stores 
Have Hit Peak, 


Nystrom Says 


Washington, D. C., Oct. 24.—A plea 
for peace in the war between the 
chain stores and the independents is 
being circulated by the Department 
of Commerce in its publication, “Do- 
mestic Commerce.” Its author is 
Paul H. Nystrom, president of the 
Limited Price Variety Stores As- 
sociation. 

Dr. Nystrom predicts that in any 
event further important growth of 
chains _is unlikely, and says the 
issues should be adjusted “not only 
in the interests of the combatants, 
but also in the interest of the public.” 

Recent legislation against chain 
stores has been much too drastic, he 
says. If upheld by the courts, the 
Louisiana, Iowa, Florida and Cali- 
fornia laws will “not only hamper 
chains seriously but may drive many 
of them out of existence,” he predicts. 

“As is usual in war between na- 
tions,” he said, “this conflict in the 
channels of trade has gone far beyond 
any jurisdiction based on its causes. 

“The chains, like the department 
stores and mail order houses, have 


found a place in retail distribution 
because there were merchandising 
services which they could perform 
more economically than other exist- 
ing institutions were then perform- 
ing them. They grew so long as 
there was a growing demand for 
these services. 

“There is every indication now 
that the chains, like the department 
stores and the mail order houses, 
have reached and have probably 
passed their peak of development. 
They may, if left to themselves under 
present conditions of competition, 
continue to hold about the same pro- 
portion of total retail trade that they 
now enjoy. It is unlikely that there 
will be any further important growth 
of chains.” 


Shaw to Fuller & Smith 


R, C. Shaw, recently with the spe- 
cialty appliance department of Gen- 
eral Electric Company, and formerly 
with Batten, Barton, Durstine & Os- 
born, Inc., has joined Fuller & Smith 
& Ross, Inc., Cleveland. 


Williams Adds to Space 


H. I. Williams, commercial photog: 
rapher, has enlarged his studios at 5 
E. 40th St., New York, by the addi- 
tion of another half floor to provide 
added developing and _ projection 
rooms. 


Do Window 
Displays 


Really Pay? 


tifticsenteca 0. oeadable 


io! 


The accepted 


Standard oJ: World| 


@ene of the retailers to whom 
7 95% this display was fur- 
nished pronounced it 
attractive and colorful. 


Over OO% used it in their windows 


from one to four weeks. 


60% fast on 


to use it again 


and 


-~ B2H 


say it produceda 
definite increase 


in sales! 


*from a special survey con- 
ducted among retailers in 29 
states. 


Are YOU planning a Display? 
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LITHOGRAPHING & PRINTING CO. ERIE PA. 
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Review-Star DOMINATE 


Home of more than a quarter of a million 
people . . . annual buying power of a quar- 
ter of a billion dollars . . . METROPOLI- 
TAN LONG ISLAND is one of America’s Great Major 
Markets. Two score interlocking communities of Nas- 
au County comprising this record-breaking, pace-set- 
ting suburban homeland, proudly proclaim FIFTH 
RANK among cities of New York State. 


have money to spend... and spend it. 


METROPOLITAN LONG ISLAND 


People here 
National Ad- 


Copyright, 1936 


vertisers cultivating NEW YORK STATE’S FIFTH 
CITY through its non-duplicating evening newspapers 
... The Review and Star . . . are reaping a rich harvest 
from this responsive new residential metropolis of the 


east. 
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Review & Star CLIMBING FAST 


following self-imposed toboggan 


Early in 1933, when courage was scarce, 
The Nassau Daily Review acquired its com- 
petitor, The Nassau Daily Star. Promptly fol- 
lowed a series of fundamental adjustments 
which obviously made sharp inroads into the 
combined circulation 

— unsound circulation 

abruptly sacrificed 

— territory re-allocated 

duplication eliminated 

—— price raised to 3c 


Results which followed prove the wisdom 
of this bold procedure. NET GROWTH has 
been constant and substantial. 


Graph shows present circulation far above 
level when price was raised. At prevailing rate 
of gain, high point existing before duplica- 
tion was eliminated will be passed by end of 
this year. 


Sold alone on their merits, Review and 
Star reach practically every other home in 
ABC city zones, and 35% of subscribers read 
them exclusively. 


National advertisers depend upon Review 
and Star to gain favor in Metropolitan Long 
Island—NEW YORK STATE'S FIFTH CITY— 
the nation’s greatest family market, 


Listed FREEPORT - LYNBROOK - Headquarters, ROCKVILLE CENTRE 


Lorenzen & Thompson, 


Inc., - National 


Advertising Representatives 


10— 


6—95% 


Far PROPOLNTAS 
TOSG Ist aap 


10 FACTS TO REMEMBER 
ABOUT METROPOLITAN 
LONG ISLAND 


1—Population: 269,624. 


(1935 estimate U. S. P. O. survey.) 


2—Population greater than twice that 


of Albany, Schenectady, Utica or 
Yonkers; three times that of Bing- 
hamton, Troy or Niagara Falls; 
four times that of Mount Vernon or 
New Rochelle. 


38—Number families greater than in 


Omaha, Memphis, Dallas, Akron, 
San Antonio, Dayton, Oklahoma 
City, San Diego, Richmond, Spring- 
field, Worcester, and the States of 
Delaware, Wyoming or Nevada. 


4—Growth: 168% from 1920 to 1930. 


23% from 1930 to 1935. 


5—Increase since 1930 exceeds popula- 


tion of each of 29 up-state counties 
of New York; is greater than 
Jamestown, Poughkeepsie or El- 
mira, and equals that of White 
Plains and Hornell combined. 


of dwellings single family 
homes. 


7—69% of families home owners; 65% 


Nassau County; 45% United States, 


8—Median rental of homes highest in 


United States. 


9—Families filing Income Tax Returns: 


37% Metropolitan Long Island, 30% 

Nassau oe 26% Westchester 

County, 26% New York State, 22% 

Albany County, 20% Suffolk County 

17% ‘Staten Island, 18% United 
tates. 


Number of Income Tax Returns exe 
ceeds each of States: Arizona, Dele 
aware, Mississippi, New Hampshire, 
Nevada, North Dakota, South Da- 
kota, South Carolina, Utah, Are 
kansas, Idaho, Montana, New Mexe 
ico, Vermont and Wyoming. 


Metropolitan Long Island RANKS FIRST in United States in 


Growth-Income-Living Standards-Buying Power 
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ADVERTISING AGE 35 


RED CROSS, TB POSTERS READY TO GO UP 


WN et Sr 
[UBERCULOSIS IS PREVENTABLE and CURABLI 


q Still the Greatest Mother 


AMERICAN RED CROSS 


These two 24-sheets, one for the National Tuberculosis Association 

and the other for the American Red Cross, will shortly appear on 

thousands of panels donated by outdoor plant owners. They were 

both produced by Donaldson Lithographing Company, Newport, Ky., 
a division of U. S. Printing & Lithograph Company. 


STEREOSCOPES, APPLES FOR AGENCY VISITORS 


Old-fashioned stereoscopes, a bowl of apples and bound volumes of 
Deadwood Dick greet visitors to the new offices of Leo Burnett Adver- 
tising Company, Chicago. In this photo are Jack O'Kieffe, vice- 
president; Don Colvin, advertising manager, and H. Earl Hoover, 
vice-president of the Hoover Company; and Mr. Burnett. 


NEW SALES AMMUNITION FOR CANNON 


_” A new, colorful wrapping which eliminates labels and tickets has been 
adopted for Utility percale sheets, product of Cannon Mills, Inc. 


LECTURE STAFF OF ADVERTISING CLUB OF BOSTON 


- | PHOTOGRAPHIC REVIEW OF THE WEEK 


Here is the “million dollar" faculty, which is conducting the lecture course of the Advertising Club of Boston. Left to right, 
back row: Harry Harding, Barta Press; William J. McDonald, Time, Inc.; Joseph P. Donovan, engraver; William K. Opdyke, 
Warren Telechron Company; Claude A. Higgins, Richardson, Alley & Richards; James G. Clarke, typographer; Arthur M. Sher- 
rill, Liberty, ''dean" of the course. Center row: George A. Dunning, American Magazine; Leon Stetson, The American Weekly; 
Kenneth A. Grubb, Daniel Starch & Staff; Philip J. McAteer, electrotyper; John E. Alcott, designer; James T. Chirurg; Joseph 


L. Lavin. Front row: Louis Glaser; Paul N. Swaffield, Hood Rubber Company; Allyn B. Mclintire, Pepperell Mfg. mpany; * 


Francis M. Hatch, Batten, Barton, Durstine & Osborne; Charles M. Pritzker, Gillette Safety Razor Company; Lorimer B. Slocum, 
N. W. Ayer & Son, Inc. (Story on Page 33.) 


NEW GIFT PACKAGE WINS AWARD IN TYPOGRAPHIC SHOW 


A PHILOSOPHY GDH EFTHETICS 


Soke setinna aoc eng ny ger, ey aig The Ra ol Se 


anes, areata ae aves What Gielen Saati hse ones thee tone 


One of the unusual new gift packages for 
Wilson golf balls, now being produced. 
There are eight different packages, in- 
cluding a wide variety of “secondary” 
merchandise, such as cocktail glasses, in 
the line. United States Advertising Cor- 
poration, Chicago, is the agency. 
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seknad soeetioan Paks ete © Sooner. od a eee el 


Right: Booklet produced by Dale 
Nichols, artist and designer, one 
of the outstanding pieces in his 
display at the current exhibit of 
the Society of Typographic Arts 
at Marshall Field & Co., Chicago, 
which members voted the best in 
the show. 


PIONEER IS DEAD 


~ s = 


C. E. Raymond, pioneer advertis- 
ing man, who died this week. 


(Story on Page 8.) 


The new Corona animal keyboard and set of finger rings designed to 
inculcate the principles of — afer in the very young. (Story on 
lage 30. 
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Good automobiles take people places 
Good advertising takes products places 


Despite astonishing refinements each year, 


the basic concepts of both remain the same 


T was a pioneer in the automobile 

field who first defined motor cars as 
“Transportation”. In so doing, he estab- 
lished a policy which revolutionized the 
motor industry throughout the world. 
For up to that time, the adolescent auto- 
motive industry had described its 
wares as “Pleasure Cars”. Its scope was 
limited. 

In those days, some 30 years ago, ad- 
vertisers held the same short-sighted 
views of advertising. It was considered as 
no more than “General Publicity” and 
“Keeping the name before the public”. 
It, too, was limited. Like the motor car, 
it was identified by the display noise it 
made, rather than by the distance it 
would carry an advertiser. 


Advertising First Defined 
Just as one man revolutionized the con- 
cept of the motor car by being the first 
to define it as “Transportation”, Lord & 
Thomas were the first to lift advertising 


out of its early narrow groove by defining 
it as salesmanship-in-print. “Give the 


consumer, in an interesting way, the 
Reason-Why it is in his interest to buy 
your wares.” In 30 years, no better defini- 
tion has challenged it. In 30 years, no 
comparable list of clients have profited 
so proportionately by the hard applica- 
tion of this basic principle, as practiced 
by Lord & Thomas. We speak from 
experience gained from clients placing 
through us more than $500,000,000 
in advertising in the past 63 years — 
$180,000,000 of it in the last five years 
of the depression. 


New Models on Old Principles 


While automotive manufacture has never 
departed from the basic principle of 
transportation which brought good cars 
within the reach of most, each year brings 
new refinements. The modern stream- 
lined marvels which pick their sleek 
way through today’s traffic would choke 
at the sight of a high-hipped old pioneer 
model chugging along. Yet the same com- 
bustion concept runs them both, un- 
changed. 


Advertising Shows New Accessories 


In the same way, Lord & Thomas has 
undertaken — day by day, year by year— 
to improve and refine its original concept 
of advertising as salesmanship-in-print. 
In new art treatment, in putting research 
to ever more exacting tasks, in copy test- 
ing, and in radio showmanship, Lord & 
Thomas exhibits have continued to draw 
the crowds. Yet the basic concept remains 
the same. Nor will it change, despite new 
models, colorful sales appeals, and the 
subtle consumer attractions which distin- 
guish each year’s campaigns. 


Is your Advertising Appeal Outmoded? 


Check your advertising for its value as 
salesmanship-in-print. Is it taking your 
product places? Perhaps its running costs 
are high—it may be knocking from the 
wrong kind of Reason-Why fuel. Per- 
haps it needs one or two 1936 sales’ 
accelerators. Some of our greatest sales 
trips are being made these days with 
products in which others failed to find 
the winning Transportation Idea. 


LORD & THOMAS : advertising 


There are Lord & Thomas offices in New York; Chicago; Los Angeles; San Francisco; Toronto; Paris; London 
Each office is a complete advertising agency, self-contained; collaborating with other Lord & Thomas offices to the client’s interest 
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